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Jefferson Fuses 
Provide Proven Protection 













Thousands of electrical circuits need the 
protection of fuses—millions of dollars worth 
of electrical and electrically-operated equip- 
ment—partially or wholly idle for a period— 
must be protected NOW. 


Jefferson (Union) Fuses—proven protection 
for over 40 years are universally accepted as 
the standard by which safe protection is 


measured. 
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Jefferson Ferrule Type has only three 
parts and the link. No loose washers 
to worry with. Links have rounded 


ends for speedy insertion, 











Mt Left: 
renewed speedily. 
Loosen studs a little and hook in the link. 


Jefferson Knife Blade Fuses are 


Only one cap to hold. 


Fuse Protection 


is Needed NOW 


Simple, extra rugged, long-lived, easy to 


renew the links. 


« « « » » » 


Fuses are among the first classes of ma- 
terials required as industry speeds up. Sales- 
men in the "Victory in '33"' Drive can cash in 


big by asking for a fuse order on every call. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 
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WE BELIEVE 
THAT— 


Electrical Wholesalers 
should 


1. Economize 


By maintaining strict credit 
policies, adopting budgetary 
control and eliminating from 
their operations all wasteful 
practices. 


2. Localize 


By confining efforts within 
that territory which can be 
served at a profit and by co- 
operating in the solution of 
local problems through loc4l 
wholesaler associations. 


3. Specialize 


By concentrating sales efforts 
on selected markets, com- 
modities and accounts. 


4. Advertise 


Their services and their com- 
modities consistently to their 
trade. 





5. As an Industry 


Adopt uniform accounting 
methods and uniform cash 
discounts, undertake distribu- 
tion cost studies and promote 
a better appreciation of the 
services rendered by whole- 
salers. 
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coat quick drying enamel finishes any color to match. 
ennne sens aeainionene Easy, economical to wire—Permanent : Safe - Satisfactory 
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A Challenge to the Men 
on the Firing Line 


address, stated that our greatest task was 

to overcome fear and, since assuming of- 
fice, he has taken swift and direct action in a 
strenuous effort to allay the fears existing 
in the minds of the public. 

His activities thus far have had far reach- 
ing results. Indeed, it would be difficult to 
find the manufacturer or wholesaler who 
does not believe today that there has been a 
vast improvement in the psychology of the 
public since the fourth of March. 

The new administration has very defi- 
nitely assumed leadership. Its positive ac- 
tion has done much to establish confidence 
in our banks and in the stability of our 
government. Other measures for the relief 
of the unemployed, the farmers, the rail- 
roads and other groups are in the making. 
Still other measures will undoubtedly be 
forthcoming in the near future and, as the 
administration’s program progresses, the 
confidence of the public should be further 
strengthened. 

However, we cannot and we must not sit 
back and expect the government at Wash- 
ington to bring about the return of pros- 
perity solely through its own efforts. When 
the government shall have removed from 
business its existing handicaps, its obliga- 
tions will have been fulfilled. With these 
handicaps removed it becomes the obligation 
of business to help itself. 

The conditions which now face us consti- 
tute a definite challenge to every business 
man, and especially to every salesman. In 
the final analysis, it is the men on the firing 
line who can turn the business tide. 

In these United States we have some 5,000 
salesmen of electrical wholesalers, each mak- 


Piasiress, stat Roosevelt, in his inaugural 





ing at least eight or 10 calls every day. This 
group is thus making between 40,000 and 
50,000 daily contacts with contractors, deal- 
ers, industrials and utilities. What a tre- 
mendous power these men possess. What 
an important and significant factor they can 
become in carrying a message of confidence 
and action to their trade—a message which 
this trade can relay to its own customers, 
who number in the millions. 

As long as everyone waits for everyone 
else to buy there will be no selling. Just as 
it is the function and duty of government to 
remove the handicaps from business, so it is 
the function and duty of business leadership 
to begin the buying necessary to help revive 
selling. 


T is the responsibility of industrial plants 

to do the buying now which is necessary 
to put their plants in proper condition for 
economical production. It is the responsi- 
bility of electrical contractors to get their 
customers to buy now the electrical wiring 
and equipment necessary to rehabilitate 
their establishments and to attract custom- 
ers. It is the responsibility of the retailer 
to imbue his sales people with the sales spirit 
and, by displays, advertising and personal 
contact, to persuade the public to satisfy 
its wants by buying now. 

This is the message which each whole- 
saler’s salesman is called upon to put across 
with his own trade. It calls for constructive 
salesmanship of the highest type, salesman- 
ship that will bring “Victory” in °33.” 


AT. Ferland, 


EDITOR 














Plan Your Selling to 
Increase the Dealer's Net Profit 


v 


The wholesaler's salesman who will study each line that he sells in the light 
of its possibilities for increasing the dealer's net profit should be able 
to meet all the problems discussed in the previous articles of this series 


HE responsibility of the whole- 

saler’s field representative for 

helping dealers in his territory to 
focus their attention on net profits is 
so great that a study of the dealer’s 
profit and loss statement may yield 
the strongest sort of sales ammuni- 
tion. This justifies further considera- 
tion of some of the details of man- 
agement which were discussed briefly 
in the March issue and suggests the 
value of at least an amateur’s knowl- 
edge of accounting as part of the 
equipment of the wholesaler’s sales- 
man, 

One thing which must be met every 
day by every man who sells any prod- 
uct for resale is the dealer’s objection 
to the margin of gross profit no mat- 
ter how liberal that margin may be. 
How many sales are lost every day 
on that issue alone? Yet every dealer 
knows that, because of slow turnover 
or high selling costs—or both—the 
percentage of gross profit is often in 
inverse ratio to the percentage of net 
profit that can be made on a given 
line. The degree of success of any 
salesman dealing with retailers will 
largely depend on his ability to meet 
this issue. Let us, then, consider 
briefly some of the items which will 
affect the difference between gross 
and net profit and which are directly 
affected by the policies of both whole- 
salers and manufacturers. 

Elemental as the fact is, a large 
percentage of merchants still overlook 
the commonplace truism in that no 
matter how juicy and tempting the 
gross profit may be, the entire ex- 
pense of doing business must be taken 
out before there is any net profit left 
to compensate the retailer for putting 
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his money and his energy into the 
business. Some expense items are in 
the control of the retailer alone and 
are affected little, if any by the lines 
he elects to handle. Such items in- 
clude rent; management expense, gen- 
eral office salaries and the various 
minor expenses of store maintenance 
and operation. 

The wholesaler’s representative 
may—in fact, he should—be able to 
make helpful suggestions on these 
subjects, but when all is said and 
done they are solely the responsibil- 
ity of the retailer himself. 

Other items, however, are just as 
much a part of the salesman’s offer- 
ing as are the goods themselves. 


These are the items which are most 
directly influenced by the nature and 
reputation of the product and by the 
wholesaler and factory policies. They 
include the dealer’s selling and adver- 
tising costs and the expenses involved 
in carrying an adequate inventory. 
In some lines, such as refrigeration 
and radio, the cost of service may 
also be an important item. 

The salesman who can demonstrate 
that his line decreases these expenses 
demonstrates automatically that it in- 
creases net profits. 

Selling costs will, obviously, depend 
largely on such factors as: 

1. Reputation of the manufacturer 
for turning out honest merchandise 
over a long period of time. 

2. Worthiness and demonstrated 
salability of the specific merchandise 
in question. 

3. Extent and effectiveness of man- 
ufacturer’s advertising. 

4. Sales development and_ sales 
training assistance provided by the 
wholesaler or manufacturer. 

5. Extent to which the manufac- 
turer’s engineering and other prod- 
uct - development departments are 
manned and equipped to keep the 
product salable in the face of any 
competition. (The financial strength 
of the manufacturer will, of course, 
have an important bearing on the 
likelihood of adequate research and 
development work being continued.) 

Advertising expense—that is, money 
spent by the retailer—will be gov- 
erned in some measure by the extent 
to which the retailer is an “easy 
mark’’ for all the schemes and schem- 
ers that masquerade behind the word 
“advertising”. If the dealer wants 
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to donate his good money for picnic 
programs, anniversary editions of 
“The Prattville Bugle” and tickets to 
the fireman’s ball, that is his great 
American privilege—but they should 
be charged to the proper account 
(charities and donations), but not to 
advertising. The wholesaler’s repre- 
sentative needs to be particulary alert 
to make sure that such expense is not 
charged directly against his merchan- 
dise. 

So far as the attractiveness of the 
proposal from the wholesaler is con- 
cerned, the advertising account will 
be affected chiefly by the same factors 
that affect selling costs, with the addi- 
tion of: 

1. Wholesaler’s or manufacturer’s 
advertising cooperation (newspapers, 
direct-by-mail, store and window dis- 
plays, and so forth) toward backing 
up the dealer’s own advertising and 
making it more effective. 

2. Assistance given by the whole- 
sale representative himself. 

Inventory carrying charges. Some 
of the factors which most seriously 
affect this account were covered in 
considerable detail by the wholesaler 
quoted in the March issue (turn-over, 
percentage of mark-downs, duplica- 
tion of merchandise and obsoles- 
cence). Either the merchandise itself 
or “house” policies have their effect 
on all of these and all are prime sub- 
jects for close study from the selling 
angle. 

Three more sales factors which 
help to reduce the need for carrying 
top-heavy inventories, and thereby 
cut down the interest on investment, 
storage, depreciation from damage 
and other inventory expenses are: 

1. Volume and variety of stocks 
carried, ready for shipment, by 
wholesaler and manufacturer. 

2. Distance from stocks and 
promptness of shipment. 

3. Minimum variety of retail stock 
required to meet public demand. 

The important item of turn-over is, 
of course, affected directly by most 
of the same things which affect sales 
and advertising expense, so that these 
items are tied up closely with inven- 
tory carrying charges. 

Two of the most powerful influ- 
ences of all these expense items 
are often taken so much for granted 
that they are, in effect, overlooked 
by many salesmen. These are reputa- 
tion and financial strength of the 
manufacturer. 
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Every dealer is ready to listen to the wholesaler's salesman who can intelligently discuss the 
money-making possibilities of his lines 


How many times has an electrical 
retailer taken on a given line and 
featured it because he was given a 
large gross profit—possibly linked up 
with an “exclusive” franchise? Then 
how often, in the past few years espe- 
cially, has he found himself with 
orphans on his hands—after having 
spent a lot of money and wasted 
years, or months, of time linking his 
reputation with that of the product 
in question? 

No matter what the line may be— 
electrical merchandise, automobiles, 
groceries or what-not—the wise re- 
tailer strives to build his own repu- 
tation first. He should select any 
given make or brand solely because 
he believes it will back up his own 
reputation better than any other 
brand, and that he will be safe in 
putting back of it “everything he has 
got.” 

The wholesaler’s representative 
who will study every product on his 
list in the light of its relation to the 
retailer’s general welfare and its pos- 
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Concluding Article 
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sibilities for increasing the retailer’s 
net profit will find himself “licking”, 
as he goes along, virtually all of the 
problems which have been discussed 
in this series of articles during the 
past year. 

For example, it will help him to 
build up a more convincing story as 
the result of analyzing the salability 
of his product as outlined in the issue 
of May, 1932. 

It will guide him in working out 
a presentation which will convince the 
new dealer of the profit-making pos- 
sibilities of the product he is selling 


_ (September, 1932). It will also as- 


sist him in making repeat sales (Oc- 
tober, 1932). 

It will even help him when he is 
assisting a dealer to attract a better 
type of retail salesman (November, 
1932) ; and in training retail sales- 
men after they are employed (Decem- 
ber, 1932, and January, 1933). 

Knowledge of his product from the 
point of view of net profit will, more 
often than not, determine the degree 
of cooperation which the wholesaler 
gets toward keeping his goods in the 
retailer’s windows and in his adver- 
tising and the prominence given them 
on his shelves and his counter and 
aisle displays (February, 1933). 

Every dealer is ready and anxious 
to stock and to feature those articles 
on which he feels sure that he is mak- 
ing the most money. But it is up to 
the wholesaler’s representative to be 
able to demonstrate just where his 
merchandise stands in respect to net 
profit, and to help the retailers make 
the most of its possibilities. 
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v Selective selling and the new deal in the electrical industry 
are further strengthening the electrical wholesaler's posi- 
tion as a valuable factor to both manufacturer and customer 


EVER, in my long experience, has 
the electrical wholesaler so com- 
pletely justified his position as 
he does today. There has never been a 
time when the manufacturer and pur- 
chaser were so completely sold on the 
justification of the electrical wholesaler. 

The average electrical wholesaler is ris- 
ing to his opportunities. He is changing 
his tactics and business procedure to meet 
changed and changing business condi- 
tions. 

If you will analyze the functions of 
the wholesaler, you will find that they 
fall into three general classifications: 
selling, warehousing and credits. In the 
past the average wholesaler has put most 
of his emphasis on credits and warehousing. Today, 
while the wholesaler is still stressing these two important 
phases of his business, he is putting more and more 
emphasis on selling. The average wholesaler’s sales- 
man has ceased to be a mere order taker. He has to 
become a salesman if he wants to remain a living part 
of any active wholesaling business. With the develop- 
ment of the appliance and radio business, and with the 
promotion of selling plans in the electrical industry 
itself, the wholesaler has found it necessary to do a real 
selling job. 

In the parlance of wholesaling there has come a new 
phrase—Selective Selling—which means the selection 
and representation of certain manufacturers and certain 
lines, and then the promotion of these lines on a purely 
sales basis. In the electrical wholesaling industry we 
have practised selective selling for years, althoygh we 
never knew it by that fancy term. For instance, in our 
company it has always been our practice to select the 
lines of a relatively few manufacturers who have a 





*From an address delivered before the Essex Electrical 
League, Newark, N. J., March 9, 1933. 


6 


The Wholesaler Is Doing 
A Real Selling Job 
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reputation for quality 
and reliability, and then 
put our whole-hearted ef- 
fort and selling strength 
behind those manufac- 
turers and those lines. 
Selective selling and the 
new deal in the electrical 
industry are going to give 
the electrical wholesaler 
a further opportunity to 
improve his position as 
an important and valua- 
ble factor to the manu- 
facturer and the custom- 
er alike. 

Never has there been 
a time when whole-heart- 
ed cooperation was so 
badly needed as today, 
and because of his close 
contact with other 
branches of the industry 
— manufacturers, con- 
tractors, central stations 
and dealers, the whole- 
saler is best fitted to bring about 
active, constructive cooperation. 

We have been through three 
extremely hard years. No one 
can foresee or definitely say when 
the turn is going to come. But 
the turn is going to come sooner 
or later, and when it comes we 
in the electrical wholesaling busi- 
ness are going to be immeasur- 
ably better off for having gone 
through this depressing period. 
In the first place, the depression 
will have proven our position in 
the industry and our value to all 
the elements that comprise it. In 
the second place, it has shown us 
all how to run our business without waste and with the 
fewest number of false motions. In the third place, it 
has made it necessary for all of us to strip for action. 
Dead wood has been thrown overboard; organizations 
have been revamped; today, as never before in our his- 
tory, we are prepared and equipped to do an efficient 
and satisfactory job for manufacturer and customer 
alike. And fourth and finally, it has opened up to us 
further opportunities for the expansion of our business 
through the development of the appliance and radio 
business, which in turn has made us more selling-minded. 
No one has ever seriously questioned our ability along 
service and credit lines. Nobody will criticize us in the 
future, I feel sure, because of our lack of selling ability. 

The wholesaler, during this period of depression, has 
proved himself to be an important and altogether essen- 
tial part of the electrical industry. Today he offers the 
solution of the manufacturer’s distribution problem. 

I look forward to the future with hope and optimism. 
I think better days are ahead, and I also think that now, 
as never before, are we in a position to make those bet- 
ter days mean something worth while for all of us. 
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National Sales Promotion Plan 


for the Electrical Industry 


"There has never been a time in the history of the electrical industry when con- 
ditions were more propitious for definite constructive action, never a time 
when there was greater need for increased sales volume, than at present" 


OR some time it has 

been my desire to out- 

line before a represen- 
tative industry group cer- 
tain thoughts regarding the 
broader application of cooperative methods in the pro- 
motion of sales by the electrical industry. 

Due to the recent formation of the Edison Electric 
Institute, a trade association comprising only electric 
utility interests, we now have a most favorable oppor- 
tunity for the establishment of an all-industry sales 
promotional bureau for the effective correlation of mar- 
keting activities through a national, sectional and local 
combination. There is urgent need for combined effort. 

Those of us who have 
had experience in local co- 
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in the solution of which 
each unit must join on a 
mutual-interest basis. 

Our problem resolves it- 
self, therefore, into three 
logical, orderly steps of procedure: 

1. The formation of a national coordinating 
in which our four national trade bodies will be 
represented. 

2. The creation of a national bureau for the specific 
purpose of promoting and coordinating national, sec- 
tional and local sales programs. 

3. The creation, where necessary, of such sectional or 
state associations as a tie between the national body and 
the local groups. 

The possibilities inherent 
in such an organization are 


council 
equally 





operative efforts during 





these trying times recognize 
the great bulwark to morale 
alone which has been af- 
forded by this work. The sna 
enthusiasm and aggressive area mit 
leadership in definite pro- muvrectaes 
grams of sales has proved — Eins” 
its value. Wherever we 

turn, the evidence gives 

weight to the arguments for 
a broader application of 5 \ 
these local principles to a eat, 
complete national coverage. 
Surely there is nothing the- 
oretical about this, and it 
would certainly seem that 
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fi indeed intriguing when we 

realize what can be accom- 
plished through a unifica- 
a tion of all interests, what 
reductions in costs of dis- 
tribution can be made, and 
eset what increased sales are 
possible through the orderly 
and intelligent administra- 
tion of such a plan. The 
-" manufacturer certainly 
bone needs this help ; likewise the 
wholesaler, the local con- 
tractor and dealer, and 
surely the local operat- 
ing company. Every branch 
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we need only a little initia- Coa of the industry needs this 
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tive and courage to start ne nn impetus to start once more 
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such a program. 


on the road to far greater 








It may be that the diffi- P 
culty lies in the fact that 
each interest is waiting for 
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ESTED PLAN POR THE CO-ORDINATION OF TRADE ASSOCIATIONS 
WITWIN TUG BLECTQICAL INDUSTRY AND THE FORMATION OF A SALES PROMOTION 
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TMG SECTIONAL DIVISION ORGANIZATIONS, TO THE LOCAL ASSOCIATIONS 


prosperity than we have 
ever known in the past. 
Certainly now is not the 
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the other. In the last anal- 





ysis, it cannot be regarded 
as the problem of the Na- 
tional Electrical Manufacturers Association alone, nor 
is it the problem of the National Electrical Wholesalers 
Association, the National Electrical Contractors Associa- 
tion, nor the Edison Electric Institute. It is a problem 





*From an address delivered before the Electrical Association 
of New York, March 15, 1933. 
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— time to quibble over the de- 
tails. This is the time for 
action. 


Surely no harm can be done in making the attempt 
to obtain from those who are guiding the destinies of 
our four national trade associations their support in the 
furtherance of this important cause. And I am opti- 
mistic enough to believe their answer will be, “Yes, 
when shall we begin ?” 















































What Is the Ideal Cash Discount? 






Survey of a representative group of wholesalers indicates that the industry is 


unanimous in its desire for a uniform cash discount. 


Three out of five favor 


a discount of five per cent and a slight majority prefer |O0th prox. terms 


trical industry what should it be? Is two per cent 
a sufficient inducement for prompt payment or is 
a discount of five per cent necessary? 

“Should the terms of the cash discount be 10 days 
from date of invoice, semi-monthly payments (invoices 
from the Ist to 15th payable the 25th and invoices from 
the 16th to 31st payable the 10th prox.), or should the 
terms be 10th prox. for all invoices from Ist to 31st? 
Should other terms be adopted? If so, what are they?” 

In the belief that every wholesaler has very definite 
views of his own on both of these important points, 
ELECTRICAL WHOLESALING recently wrote to a repre- 
sentative group of wholesalers and asked them to an- 
swer the above questions. 

The unexpectedly large number of replies received 
furnish an excellent cross-section of the sentiment of 
the industry and also indicate the keen interest of elec- 
trical wholesalers in this subject. 

While opinions varied as to the most desirable dis- 
count and terms, the wholesalers who replied were unani- 
mous in favor of the adoption of a uniform cash dis- 
count by the industry. About three out of every five 
favored a discount of five per cent while the remaining 
two expressed a preference for two per cent. 

Sentiment was about equally divided between pay- 
ment on the 10th prox. and settlement either twice a 
month, on the 15th and 25th, or 10 days from date of 
invoice, with a very small majority going on record in 
favor of the 10th prox. 

Several wholesalers advocated a combination cash dis- 
count. One of them stated his reasons as follows: 
“We believe that two cash discounts, one of five per 
cent for payment in 10 days from invoice date, and 
another of two per cent for payment on the 10th prox., 
would provide the most satisfactory uniform cash dis- 
count plan for the industry. Of course, this plan is 
offered with the thought that manufacturers will adopt 
a uniform cash discount to their distributors of five per 
cent on the 10th prox. Our idea of having two cash 
discounts is to make it an incentive to bring back the 
time limit of 10 day payment.” 

Another wholesaler wrote: “Experience has proven 
that two per cent is not enough to secure cash payment 
from the average dealer. It would be difficult to get 
an agreement on five per cent. I would, therefore, sug- 
gest three per cent as a universal cash discount.” 

Manufacturers should extend 15th prox. terms to their 
distributors, in the opinion of several wholesalers, so as 
to give the wholesaler five days in which to receive re- 
mittances from his customers. 


8 


‘E a uniform cash discount is adopted by the elec- 


Advocates of a five per cent cash discount contend 
that two per cent does not offer sufficient inducement 
for prompt payment. One wholesaler says: “If prices 
were raised slightly so that it would be possible to allow 
a cash discount of five per cent, the premium would be 
so high that a dealer could not afford to pass up the 
opportunity of earning the discount.” 

The following comments set forth other reasons in 
favor of five per cent: 

“We feel a dealer who would not take advantage of 
the cash discount should at least have a five per cent 
handicap to keep him from cutting prices. As usual, 
the man who cannot discount is the man who is tempted 
to sell at a price near his cost.” 

“A five per cent discount would be large enough to 
make it well worth earning; would bring more capital 
into a business; would be more of an inducement for 
higher grade men to go into business; would reduce 
credit losses, and would result in a more stabilized busi- 
ness run on a higher plane. 

“The plumbing industry has operated for many years 
on practically a five per cent cash discount, and if a 
plumber doesn’t meet his obligations promptly by the 
10th of the month following, he is more or less auto- 
matically shut off from any further shipments of mate- 
rials. The electrical industry could easily profit by the 
experience of the plumbing industry.” 

“Tt is our belief that the discount for cash should be 
five per cent, that the trade date of payment to whole- 
salers should be the 10th prox. and that the wholesalers 
should pay the manufacturers on the 15th prox. 


WIDE Y the establishment of this amount of discount we 

would create a real inducement for prompt payment 
and provide the incentive for all to work harder for the 
collection of their accounts that advantage might be 
taken of this source of additional revenue. The amount 
earned would be of sufficient size to largely offset the 
cost of carrying overdue accounts during the collection 
process and would provide a guide to those accounts 
who, by their failure to take advantage of it, would 
clearly indicate their lack of progress. 

“We support our belief that payments by the trade 
to wholesalers should be made on the 10th prox. by the 
statement that in our territory at least, this method has 
become a very definite practice during the past two 
years, has been extended by all wholesalers and would 
be very difficult to change especially under the present 
financial conditions. 

“That a leeway of five days be allowed wholesalers 
between collection and payment dates is a natural and 
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sound thought as checks mailed on the 10th are not 
actually received until the 11th or.12th. This either 
causes the wholesaler to lose his cash discount or necessi- 
tates an overdraft in anticipation, if cash on hand is 
not sufficient for him to draw and mail his checks on 
the 10th.” 

The following comments are typical of those received 
from the two per cent adherents: 

“My own personal opinion is that two per cent is the 
proper cash discount. I believe that any greater figure 
is not truly a representative cash discount in that a por- 
tion of it, from a good accounting standpoint, should be 
considered as a trade discount. I think that two per 
cent is enough to allow for prompt payment of invoices.” 

“Our suggestion is a uniform cash discount of two 
per cent 10th prox. for all invoices from the first to the 
31st. Our reason for this is that it means the writing 
of one check for all of the invoices for one month which 
cuts down expense in the auditing department. 

“This may’ be objec- 





makes all of us rich one part of the month and paupers 
the rest of the month, unless we have large cash re- 
serves, which very few of us have at the present time.” 

The desirability of working with local credit associa- 
tions, with other wholesaler groups, and the possibility 
of following the plan adopted for the Trade Practice 
Rules were also discussed. 

“A uniform cash discount should and could be 
brought about and I know of no class of wholesalers 
that can come nearer doing it than the electrical. 

“T know of no better service you can do the country 
than to insist on each electrical wholesaler submitting 
this subject to the wholesale credit association in his 
city and following it through to the National Associa- 
tion. I believe we will get a hearty response. 

“If you can get an agreement among the electrical 
wholesalers I shall be glad to present it to the whole- 
sale credit association in this city, embracing all lines, 
and have a committee appointed to confer with the 

National Association. 








tionable to some manu- 


“The electrical whole- 





facturers, particularly 
those who sell wholesal- 


salers cannot adopt any 
discount without the co- 





ers with doubtful credit 
ratings. I do not, how- 
ever, think that the legiti- 
mate wholesaler should 
be penalized on this ac- 
count. 

“In order to cut down 
our cost in the auditing 
department, we recently 
wrote to all of our ac- 
counts and asked them if 
it would be agreeable to 
them if we could pay our 
bills once a month on the 
10th of the month fol- 
lowing date of invoice. 
We are very pleased to 
advise that a great num- 
ber of the manufacturers 
with whom we regularly 
do business, agreed to 
this arrangement. 

“T have also noticed 
that the tendency of a 
great many manufactur- 
ers in recent months is 
to extend their cash dis- 


count terms to the 10th of the month following date of 


invoice, 


“We handle not only an electrical line but also mill 
The prevailing discount on 
the majority of items where cash discounts are allowed is 
We are of the opinion that a uniform 


supply and hardware lines. 


two per cent. 


Reasons Given in Favor of 
Five Per Cent 


Two per cent does not provide sufficient inducement for prompt 
payment. 

Would improve collections. Many customers would feel they could 
not afford to lose the benefit of a five per cent discount. 

Prices on lines now carrying from one-half to two per cent could be 
raised to permit of a five per cent cash discount. 

Would compensate wholesaler for the greater credit risk involved 
in accounts which do not discount and would probably more than 
cover his losses from bad accounts. 

The non-discounting account should have at least a five per cent 
handicap to keep him from cutting prices. 

Would attract more capital and higher grade men into the elec- 
trical business. 

The plumbing industry has operated for many years on practically 
a five per cent cash discount. 


Two Per Cent 


Two per cent is the prevailing discount on the majority of items 
on which cash discounts are allowed. 

From an accounting standpoint, any discount in excess of two per 
cent should be considered as a trade discount. 

Two per cent should afford sufficient inducement for prompt pay- 
ment. 

Many wholesalers handling electrical lines also handle mill supply, 
hardware or automotive lines on which the prevailing cash discount 
is two per cent. 











operation of wholesalers 
in other lines as many of 
the wholesale hardware 
and drug houses are 
handling electrical appli- 
ances. Every wholesaler 
and manufacturer real- 
izes the inconvenience 
and annoyance of the 
varied cash discount and 
I firmly believe a uniform 
cash discount can be ac- 
complished.” 

“T am in favor of a 
uniform cash discount 
of two per cent grant- 
ed by manufacturers 
to wholesalers pay- 
able on the 15th prox. 
I say payable on the 
15th prox. because the 
contractors’ accounts, I 
think, are quite gener- 
ally subject to cash dis- 
counts if paid on the 
10th prox. 

“As regards the cash 


discount to be granted contractor-dealer customers, I am 


very strongly in favor of a five per cent discount, payable 


on the 10th of the month following purchase. 
believe, however, that it is possible to establish this as a 
uniform discount throughout the United States. 
believe, however, that it is very desirable to establish such 


I do not 


I do 





cash discount should be uniform not only in the electrical 
industry, but also in the other industries particularly 
where wholesalers such as ourselves are interested in the 
mill supply and hardware lines.” 

Wholesalers advocating semi-monthly payments, stated 
that they needed their money oftener than once a month. 

“T have always thought that the electrical wholesaling 
industry was wrong in allowing their customers to pay 
once a month on the 10th of the following month. This 
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practices in most localities.” 

“Why not attempt this very much worth while job 
by states, federal reserve districts, or some smaller 
specific boundaries, instead of for the entire United 
States? 

“Some of us believe that a great deal has been ac- 
complished through the adoption by certain industries of 
a set of trade practice rules. Wouldn’t it seem quite 
as practical to do the same with cash discount terms?” 


9 








Why ReQua Sells Some Accounts 
But Not Others 


A survey of available accounts, made by the ReQua Electrical Supply 
Co., Rochester, N. Y., shows ability of salesmen, house policies 
and service to be important factors in developing loyal customers 





Reasons Given By Customers 


for Buying from ReQua 





. Service 


Prompt delivery 

Price information always at hand 

Special attention given to giving reliable infor- 
mation 

First on the job with new items 


. Nationally Advertised, Quality Merchandise 
. Independent Distributor 


Personnel of organization 
Policy strictly wholesale 
No retail 


. Personal Contact by Salesmen 


Location 
Accessible from all parts of city 
Free parking 
Adequate Stocks 
Variety 
Everything electrical 
Approved merchandise 
Prices 
Consistent with market 
Honest 
Equal with competitor 
Friendship 
With salesmen 
With organization 


. Efficient Accounting 


Prompt billing and statements 
Prompt credits 


10. 


14. 


15. 


16. 
17. 


Habit 
Sold on organization in the past 
Cooperation with contractors and industrials 
Assistance freely and gladly given 


. Goodwill 
12. 


Employ Salesmen with Character 
No high pressure 
Tact and diplomacy 
Loyalty 
Credit minded 
Knowledge of lines handled 


. Cooperation 


Electrical layouts 
Engineering assistance 
Credits 
Turn work over to contractors 
Advice 
New electrical devices and their uses 
Business conditions 
Consumers’ credit 
Personal and financial 
Store Service 
Courteous and prompt counter service 
Pleasant atmosphere 
Personnel 
Fair “returned goods” policy (service charge 
not made unless justified) 
Knowledge of Customer’s Business and Requirements 
Rochester 
Home owned and operated 





Reasons Given By Customers for Placing their Business Elsewhere 





on Y 


ONO 


. Credit obligations to other distributors 


Standardized on lines handled by other distributors 
Competitors give standard package prices on car- 
ton quantities 

Credit terms not so strictly enforced by competitors 
Personal grievances and dissatisfaction with past 
transactions 

Reciprocity 

Direct selling by manufacturers 

Syndicate buying 


9. 
10. 
11. 
12. 
13. 
14. 
53. 
16. 
17. 
18. 


Our salesmen or company misunderstood 
Competitor more liberal with entertainment 
Habit 

Service 

Our salesman has not sold his house 
Prefer lines other than ours 

Lower prices from hardware wholesalers 
Satisfied with competitor’s service 

Our salesman disliked by customer 
Mistaken idea that we sell at retail 
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A DISTRIBUTOR special- 
izing in radio parts and acces- 
sories finds that contact with 
local amateurs increases sales 
and brings valuable tips on 
the trend of the market 





W. J. Bauer in his radio laboratory and workshop 


Cultivating the Radio Amateur 
Increases Accessory Sales 


ing in radio parts and accessories is furnished 

by Butler’s Electric Specialty Co., of San Jose, 
Calif., in which E. E. Butler and W. J. Bauer are part- 
ners. The whole conduct of this company’s parts busi- 
ness revolves around Mr. Bauer, who has been in radio 
almost from its inception. He not only has a thorough 
technical background but also possesses a broad knowl- 
edge of all factors which influence radio reception. 

This firm’s accessory business comes from two prin- 
cipal sources, the service department of the radio store 
and the radio amateur. According to Mr. Bauer, the 
amateur is by no means out of the picture. In reality 
he is more active than ever. 

Amateur business comes in a large measure through 
the Amateur Radio Relay League, a national organiza- 
tion with an organized buying power. All members are 
privileged to buy at League prices through the buying 
cards with which they are provided. These cards are 
recognized by dealers. Wherever possible, business 
from amateurs coming to this distributor is passed 
through a dealer. 

To know this amateur trade, to follow the amateurs 
and work with them, Mr. Bauer considers essential to 
a proper perspective of the business as a whole. It is 
largely through these amateurs that the great funda- 
mental ideas in radio have been originated. He says that 
more tips on the way the parts and accessories “market” 
is going come from the members of this amateur 
organization than from almost any other source. They 
are continually talking about some new piece of equip- 


A N example of a small electrical wholesaler major- 
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ment and telling how they used it. Thus the distributor 
who keeps in close touch with these amateurs secures 
a great deal of advance information on what is good 
and what is not good in radio equipment. 

When new equipment does come out, Bauer either 
tests it himself or takes it to some well-equipped ama- 
teur station. The new 866 tubes, for example, were set 
up in one of the local amateur stations as soon as obtain- 
able and given a thorough working test. 

“For the good of all with whom we expect to do 
business, both dealers and amateurs,” says Mr. Bauer, 
“we find it to our advantage to make frequent field 
studies of reception difficulties in all parts of our terri- 
tory. Almost every locality has some problem in recep- 
tion peculiar to itself. If we go there and find out what 
the difficulty is and how to overcome it, either through 
special equipment or by modification of regular equip- 
ment, then we have accomplished something that sooner 
or later will result in orders.” 


THIRD but more limited outlet is represented by 

police departments. Most of the requests coming 
from them are to check the police transmitters. Mr. 
Bauer goes out in their cars, studies the equipment first 
hand, and makes suggestions as to what is needed in the 
way of new equipment or changes in present equipment. 
Police departments are not sold direct, the business 
originating there is kept in local dealer channels. Never- 
theless a large proportion of it finally ends up with the 
distributor who helps these departments to obtain the 
most efficient service. 














Philadelphia Proves That Ranges 
Can Be Sold On Quality 


that the 1932 sales of electric 

ranges and electric water heaters 
by dealers in Philadelphia metro- 
politan area would equal less than half 
ot the 1931 volume unless an aggres- 
sive effort were made to stimulate 
business. Therefore, the Electrical 
Association of Philadelphia planned 
and directed a cooperative campaign 
to promote dealer activity and public 
interest in electric cookery. 

The accompanying chart indicates 
the success of this undertaking. Ex- 
clusive of central station sales, 464 
sales by dealers during the last four 
months of 1932 brought the year’s 
total to 645. This compares with a 
total of 543 for 1931. Although the 
promotion and advertising was con- 
centrated on electric ranges, 77 elec- 
tric water heaters were sold as a re- 
sult of this activity. 

The first activity of the Associa- 
tion was directed toward an_ in- 
crease and improvement in the retail- 
ing facilities. It was found that with 
few exceptions, distributors and deal- 
ers did not thoroughly understand 
the operation of electric ranges and 
lacked the fundamental knowledge of 
electric cooking essential to a proper 
sales presentation. Few dealers were 
using electric ranges in their own 
homes, and none had ranges connect- 
ed in their stores, to enable them to 
demonstrate under actual operating 
conditions. 

This situation was discussed at a 
meeting of the Range Division of the 


[**: August it became apparent 


Electrical Association, comprising 
representatives of the range manu- 
facturers and distributors. The 


major features of the campaign were 
outlined at this meeting, so that the 
distributors could immediately de- 
velop retail outlets for participation 
in the activity. Concurrent with the 
distributors efforts in this direction, 
members of the Association staff ad- 
vised the dealers of the forthcoming 
campaign and registered those who 
desired to participate. 
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Recent cooperative campaign demonstrates that range prices 
are not too high. Intelligent salesmanship, stressing perform- 
ance and quality, results in an average range sale of $157, in 
spite of the fact that leaders were offered at $115 and less 


As a result, more than 150 dealers 
secured ranges for display and sig- 
nified their intention to actively par- 
ticipate. Of these, 23 connected 
ranges in their stores, and 64 in- 
stalled ranges in their own homes. 

That this effort was justified was 
disclosed when the final reports 
showed that dealers using electric 
ranges at home had sold an average 
of 5.4 ranges during the campaign, 
compared with an average of only 





How the campaign, which started in Septem- 
ber, 1932, increased dealers’ range sales. 


1.6 for those using other forms of 
fuel. It was further disclosed that 
dealers with connected ranges in their 
stores sold an average of nine ranges 
compared with an average of two for 
those who could make only a “cold 
demonstration.” 

The Philadelphia area was divided 
into 15 sections. Dealers in each sec- 
tion were organized and executive 
committees appointed. These com- 
mittees, totaling 51 dealers, became 
members of a Campaign Advisory 


Committee, which also included the 
members of the Range Division. 
George R. Conover, managing direc- 
tor of the Electrical Association, and 
Sherman W. Griselle of the Associa- 
tion staff, functioned as campaign di- 
rector and campaign manager, respec- 
tively. 

Each dealer was assigned a quota, 
determined by a study of the dealer’s 
sales volume, size of organization, 
type of store and other factors. Deal- 
ers were then classified as follows: 

Class “A”—Quota of 10 sales and 
over. 

Class “B”—Quota of five to nine 
sales. 

Class “C’”—Quota of two to four 
sales. 

As an inducement to the dealer to 
install a range in his store, the Asso- 
ciation reimbursed the dealer for the 
cost of such installation on the basis 
of a fixed amount for each sale made 
during the campaign. 

In order to stimulate interest among 
employees throughout the electrical 
industry, the Association offered a 
prospect bonus to any employee of a 
dealer, distributor or manufacturer 
(range salespersons excepted) who 
furnished the name of a prospect to 
whom an electric range was sold dur- 
ing the campaign. 

In addition to the meetings spon- 
sored by the Association, many dis- 
tributors held meetings and demon- 
strations for their dealers in order to 
build up sales knowledge and enthus- 
iasm in advance of the opening of the 
campaign. 

Throughout the campaign, sales 
conferences continued the educational 
program and maintained a sustained 
interest in the progress of the activity. 

The free installation and dealer 
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financing policy of the utility permit- 
ted the offer of attractive prices to the 
public and relieved the dealers of 
financing responsibilities. 

Upon proper notification of a range 
sale, the utility prepared a specifica- 
tion for its installation. This speci- 
fication was submitted to three wiring 
contractors, including the dealer mak- 
ing the sale. Wiring contractors were 
required to return the bids within 48 
hours, indicating the time required to 
make the installation. The job was 
awarded to the contractor submitting 
the lowest bid, provided the time re- 
quired for installation was satisfac- 
tory. Upon completion, each installa- 
tion was inspected by the Philadelphia 
Electric Co. 

With the dealers properly organized 
and thoroughly familiar with the de- 
tails of the activity, a most extensive 
campaign of advertising and other 
forms of sales promotion was 
launched. An impressive series of 
newspaper advertisements appeared 
in the Philadelphia newspapers. 

These advertisements emphasized 
testimonials selected from the hun- 
dreds of letters received from users 
of electric ranges. Hundreds of bill- 
boards and thousands of truck and 
window signs carried a convincing 
message. Radio was also used. 

In addition to the various forms of 
advertising, the impressive story of 
electric cooking was carried to the 






















20,000 women attended 76 cooking schools held in 2! strategic locations 


public by means of 76 cooking schools, 
held in 21 strategic locations through- 
out Philadelphia and the surrounding 
territory. More than 20,000 women 
attended these demonstrations, carry- 
ing away an appreciation of the con- 
venience and economy of electric 
cooking that resulted in many imme- 
diate sales. Sizable lists of prospects 
for future development were secured 
by dealers who participated. 

Because of the large attendance and 
the convincing demonstrations, these 
schools created a marked change in 
attitude on the part of large numbers 
of women, especially in regard to the 
cost of operation and the time re- 











High Lights of the Philadelphia Campaign 


645 ranges sold by dealers in 1932, as against 543 in 1931. 
114 dealers participated, including 54 who had not previously 


sold electric ranges. 


64 dealers, using electric ranges in their homes, sold an average 
of 5.4 ranges each. Dealers using other forms of fuel sold 
an average of only 1.6 ranges each. 


23 dealers, with ranges connected in their stores, averaged nine 
range sales each. Dealers who could make only "cold" demon- 
strations averaged but two range sales each. 


Only 26 per cent of the ranges sold were in the “leader” class. 


Campaign advertising featured testimonials from local range 


; users. 


20,000 women attended 76 cooking schools held in 21 strategic 


locations. 


Three contractors bid on the installation of each range. 


Distributors cooperated with frequent dealer meetings and dem- 


onstrations. 


Results demonstrate that electric cookery has achieved a degree 
of acceptance which permits the active and consistent mer- 
chandising of electric ranges. 
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quired to complete various cooking 
processes. 

In addition to the satisfactory sales 
results, the campaign demonstrated to 
the industry that these commodities 
have arrived at a degree of acceptance 
which permits of active and consistent 
merchandising. 

Fifty-four of the 114 dealers who 
sold ranges during the campaign had 
not sold this product previously. Most 
of them, having had an opportunity to 
observe that the electric range is an 
item which can be sold in increasingly 
profitable volume, intend to continue 
an aggressive merchandising policy. 

The average retail price of the 
ranges sold by the dealers during the 
campaign was $157.54. This average 
was attained in the face of consider- 
able advertising on “leader” ranges 
at $115 and less. An analysis of 
dealer sales brings out the following 
interesting disclosures as to the deal- 
ers’ ability to sell quality merchandise : 


Retail Price of Ranges oe 
Less than $120 26 
$120 to $149 32 
$150 to $199 24 
$200 to $249 9 
$250 to $299 7 
$300 and over 2 


It will be observed that only 26 per 
cent of the sales were in the “leader” 
price class. 

The campaign likewise had a stim- 
ulating effect on the organization of 
the distributors. Throughout the 


campaign the distributors’ representa- 
tives became increasingly familiar 
with the problems surrounding the 
retail sale of electric ranges, and are 
now in a position to extend better co- 
operation to the dealers. 
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A Program for 
“VICTORY in '33” 


The major problem of the entire electrical industry is to 
secure for itself a larger share of the consumer's dollar. 


The electrical wholesaler and his salesmen occupy a key 
position in the industry's attack upon this objective. 


The electrical wholesaler and his salesmen can best assist 
in attaining this objective and thus contribute most to 
business recovery in the electrical field by: 


1. Working for the rehabilitation of electrical wiring 
and equipment in industrial plants, commercial 
buildings and homes, in cooperation with the elec- 
trical contracting branch of the industry. 


2. Acting as merchandising counselors to the retailers 


of electrical goods—recognizing that their own 


sales are dependent upon the merchandising ability 
of the sales forces of these dealers. 


3. Taking an active part in all local cooperative sales 
and promotional activities. 


National 
Cooperation 


R. LIVERSIDGE has chosen a most opportune 

time to propose to the electrical industry the adop- 
tion of a national, cooperative sales promotional plan. 
In the last few years the various branches of our in- 
dustry have discovered that, in the final analysis, they 
have a common objective. In Cleveland they define 
this objective as “making the electric meters run longer 
and faster” because, after all, this is what actually hap- 
pens whenever the wholesaler, contractor and dealer 
sells lamps, appliances, or any kind of electrical equip- 


ment, together with the wiring necessary for its use. 

Electrical wholesalers are already sold on coopera- 
tive merchandising. Each year finds them more active 
in the work of local electrical leagues. They evidence 
a keen desire to learn about cooperative methods suc- 
cessfully used in other cities. We recently made a sur- 
vey to determine those subjects in which our readers 
were most interested. ‘Wholesalers’ sales and operat- 
ing methods” naturally topped the list, but “cooperative 
sales activities” was a very close second. 

In spite of the fact that Mr. Liversidge was recently 
awarded the James H. McGraw Medal for Cooperation 
in recognition of his outstanding work in Philadelphia, 
we believe that his achievements in this direction are 
by no means completed. In the larger field of national 
cooperation, we feel confident that he will find the elec- 


trical wholesalers ready and willing with their support. 
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A Wholesaler's 
Discovery 


Coe among electrical contractors have 
been extremely heavy during the past few years 
and Electrical Contracting has been confronted with 
the task of keeping its lists of active contractors up 
to date. In certain territories a first hand check could 
not conveniently be made by the magazine’s staff and 
the editor’s problem was to enlist the aid of some local 
person who was in close contact with changing condi- 
tions in the contracting field. 


It was only logical that he should turn to the. elec- 
trical wholesaler for this information, and the response 
was most gratifying. A Pennsylvania wholesaler 
wrote: “When you wrote us several months ago, at- 
taching a list of electrical contractors and requested 
that we check over this list and make corrections, we 
are frank to state that our first reaction was to send 
the list back to you without comment. This first reac- 
tion was caused by the feeling that it was quite a job 
which we were not justified in doing. On second 
thought, in going over the list of names hastily, we 
discovered that we ourselves here right in the territory 
were woefully lacking in knowledge as to who might 
be prospective customers, so instead of sending the list 
back to you without comment, we have analyzed each 
name as carefully as we could and have checked it 
against the information which is available in local direc- 
tories, also with the men who travel our territory. All 
of this information has been utilized in making com- 
ments which we have made opposite each name on 
your list. 

“We have found the job in checking over these names 
very interesting and have given ourselves some infor- 
mation in the way of a working list which we previ- 
ously did not have. While the job has been delayed, 
we hope our work will still be useful to you.” 
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This wholesaler made an important discovery. He 
found he did not have a working knowledge of con- 
ditions in his own territory, that he did not know who 
his prospective customers were. 
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The Manufacturer's 
Representative 


RE the manufacturer’s salesmen on their toes these 

days? We would answer this by quoting from 

a letter recently received from the president of an elec- 
trical wholesaling firm. He writes: 

“For the past two years I have often wondered what 
manufacturers’ representatives do, because they claim 
to call on everybody and yet I never see an order. 

“Recently, however, one of these salesmen who actu- 
ally contacts a number of local industrials walked in 
and said ‘Here’s an order for you.’ Lo, and behold, 
Mr. Manufacturer’s Representative did have a bona- 
fide order from one of our industrials for something 
that we can rarely sell them, proving that the manufac- 
turers’ salesmen are still alive and are not out just to 
ask if ‘so and so wants this’ or ‘so and so wants that’. 

“The point I want to bring out is that the manu- 
facturer’s salesman does deserve a ‘break’ after all.” 

This wholesaler is right. The manufacturer’s rep- 
resentatives does deserve a “break’’, and we believe he 
is getting it from the majority of wholesalers and their 
salesmen. One of the most interesting sidelights on 
the “Victory in ’33” campaign is the close cooperation 
between wholesalers’ salesmen and manufacturers’ rep- 
resentatives which is revealed in the letters received 
from the prize winners. 

These salesmen not only admit the support received 
from the manufacturers’ men, but they are anxious 
that due credit be given them. All of which is as it 
should be. The manufacturer’s representative is the 
wholesaler’s strongest ally. 
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Lamp 
Renewals 


HE discontinuance of its free lamp renewal serv- 

ice by the Philadelphia Electric Co. has’ given re- 
newed hope to wholesalers in Chicago, Milwaukee, Bos- 
ton, Detroit and other cities where this obsolete prac- 
tice still persists. 

With one exception there appear to be prospects of 
relief in these other cities. In Illinois the state su- 
preme court has upheld the adverse decision of a lower 
court (E. W. July ’32) and the Commonwealth Edi- 
son Co, has published an optional rate schedule which 
does not include free lamp renewal service. 

In Detroit the utility has suggested the elimination 
of its lamp and fuse service as a means of meeting a 
popular demand for lower rates. 

The Massachusetts Public Utilities Commission, we 
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understand, is investigating the charge that the lamp 
renewal policy of the Boston Edison Co. constitutes a 
» “racket”. 

The single exception is Hartford, Conn., where cut 
prices have recently been established on the smaller sizes 
of lamps which are not subject to free renewal. Ac- 
cording to Electrical World, this utility is now selling 
25 watt lamps, listing at 20 cents, for 12 cents, while 
15 watt lamps are being sold for 15 cents. From these 
facts it would appear that Hartford wholesalers and 
dealers are now out of the picture on small lamps (ex- 
cept type D) as well as the larger sizes unless they 
resort to the sale of inferior Japanese lamps, which 
we consider highly improbable. Connecticut is an in- 
dustrial state. Its business men are too loyal to do- 
mestic manufacturers. 
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Partnershi 
Relationships 


HE Josper’s SALESMAN Plan stated that “manu- 

facturer and wholesaler are partners, both striving 
for a common objective—the sale of more goods to the 
ultimate consumer. This fact very definitely estab- 
lishes a partnership-relationship between each manu- 
facturer and his wholesaler, a relationship which re- 
quires an agreement between both parties clearly defin- 
ing the responsibilities of each to the other.” 

The Henry G. Thompson and Son Co. has admir- 
ably performed its part in establishing such a partner- 
ship-relationship with its distributors. In its “State- 
ment of Sales Policy (page 27) this manufacturer 
commits himself to a definite policy concerning dealer 
inquiries, direct sales, selection of distributors, resale 
price schedules, price concessions, profit margins, price 
cutting, private brands, cash discounts, freight allow- 
ances, guarantees against defective merchandise and 
sales assistance. 


This list covers practically all those points which too 
frequently result in misunderstandings between whole- 
saler and supplier, when the supplier has not committed 
himself to a definite policy. This clear-cut statement 
should result in increased confidence and good will 
among the distributors of Milford and Milflex hack 
saw blades. 


These distributors, we believe, will not overlook the 
fact that this “Statement of Sales Policy” also imposes 
certain responsibilities upon them. As set forth in THE 
JoBBER’s SALESMAN Plan there are seven of these re- 
sponsibilities. They are: 1, loyalty to the manufac- 
turer, 2. standardization on source of supply, 3. ade- 
quate stocks, 4. satisfactory service, 5. prompt payment 
of manufacturers’ invoices, 6. extension of reasonable 
credit, and 7. intensive sales effort. By acknowledg- 
ing these responsibilities each distributor will do his 
part completing the partnership-relationship with this 
manufacturer. 
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Let Us All Be Salesmen 
To THE EpitTor: 

Some time ago I met the leading 
salesman for a wholesale grocery house 
and asked him “How do you find 
business ?” 

He replied, “My sales have never 
been as good as this year (1932). They 
are ahead of 1931, my 1931 sales were 
ahead of 1930 and 1930 was ahead of 
1929.” 

Noticing my astonished expression, 
he hastened to explain. “In 1929,” he 
said, “I called on the trade four hours 
a day, three days a week; in 1930 I 
called six hours a day, five days a week; 
in 1931 it was eight hours a day, six 
days a week and now it is 15 hours a 
day, six days a week with some time 
put in on Sundays as well.” 

It is the old story of the chicken and 
the worms. They are still to be had, 
but the scratching must be deeper, of 
longer duration and it must be prac- 
ticed with more zest and patience. The 
order taker is out of the picture. 

So let us all be salesmen. Let us not 
be discouraged by the competition of 
the price artist on the every day items. 
Let us push specialties. Let us put 
forth extra missionary effort and create 
a desire on the part of the owner of 
the plant, the engineer and the elec- 
trician to revamp the factory with 
modern machinery and devices. Thus 
they will keep pace with progress and 
we will create additional jobs and out- 


lets. Thus can we route depression and 
bring back prosperity. 
H. J. BaiTincer, President, 
Baitinger Electric Co., 
New York City. 
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Banking Situation Shows Value 
of Trade Associations 


To THE EpiTor: 

The recent re-opening of the banks 
has brought to my attention the urgent 
necessity and importance for trade as- 
sociations in any and all types of busi- 
ness. Today, March 13, all banks be- 
longing to the Federal Reserve System, 
none other than an association of 
banks, have reopened for business. The 
reason is that those banks, as members 
in the Federal Reserve, were able to 
secure assistance, which, otherwise, 
would have been unobtainable. 

Imagine the benefits and prestige 
these banks now enjoy, together with 
the confidence of their depositors, while 
others, not in the System, probably will 
likewise open, but only after consider- 
able delays. 

Banking differs only from other busi- 
ness in the commodities handled. Cer- 
tainly if it is of benefit to the banks 
to belong to associations, the gains to 
all other trades, through associations 
should be incalculable. The trade as- 


sociation should be a clearing house 
where every business man may bring 
his success or failure and where steps 





Special Lighting Arrangements Will Illuminate World's Fair "Sky Ride”: 


This novel structure consists of two lofty towers rising 625 feet above the ground. 


The “Sky Ride” will have a span between its towers of 1850 ft. 


Rocket cars on 


steel cables, connecting the towers at the 200 ft. level, will carry exposition visitors 


on the thrill ride of the 1933 World’s Fair. 
Curtis Lighting, Inc., Chicago, is designing and will supply 


observation platforms. 


At the tops of the twin towers wilf be 


all of the illumination features for the “Sky Ride.” 
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can be taken to avoid the possible col- 
lapse of the business structures of its 
members. 

The necessity for trade associations 
has never been so great as in recent 
years, when overheads have _ been 
mounting and volume declining and yet, 
with the exception of a few localities, 
nothing has been done to organize at 
least our own industry into a substan- 
tial, sound organization, embracing the 
industry in its entirety. 

Of course, everybody wants the other 
fellow to do it. As a result, most of 
us do nothing. 

It is my earnest belief that the pro- 
motion of trade associations is prop- 
erly the function of trade publications. 
They should unceasingly emphasize 
their need, and help each locality in the 
task of forming such associations. 

N. GERTLER, President, 
Gertler Electric Co., 
New York City. 
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The Salesman's Responsibility to 
the Buyer 
To THE EDIToR: 

The salesman of the electrical whole- 
saler and the industrial distributor is 
today faced with a great responsibility. 
This, I consider is to adequately com- 
pensate the buyer whose time he con- 
sumes. I can think of no greater driv- 
ing force behind the conscientious trav- 
eling salesman. I believe the secret, 
if there be one, of real sales success 
lies in making of yourself a source of 
authoritative information to your cus- 
tomers. If a salesman could keep up- 
permost in his mind the fact that his 
buyer’s time is valuable and that his 
own time is just as valuable; and if he 
would concentrate his sales effort to 
this end, then obviously our sales would 
increase. I think the real trouble with 
we salesmen is that we do not plan our 
work in a systematic manner so as to 
secure the greatest return. 

The position of the electrical and 
industrial distributor has been greatly 
strengthened during the last three 
years, due to hand-to-mouth buying, 
speed of securing supplies, credit ac- 
commodations, efficient service rendered 
and a dozen other features which the 
distributor alone can supply. This po- 
sition must be maintained by the trav- 
eling salesmen of these distributors. 

C. F. Brooxs, Salesman, 
Superior Sterling Co., 
Bluefield, W. Va. 


Vv 
A Correction 


The range which the utility in Hart- 
ford, Conn., is renting to its consumers 
(E. W. Mar. ’33) is equipped with auto- 
matic oven control. 
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February Prize Winners 


$10. 00 Prizes 


FRE LE eee Tee, PM enn? yack ok me Oe Joseph Kurzon, Inc., New York City 
yy CCST ee a SO ee en Graybar Electric Co., Dallas, Tex. 
SS SEL SOP Sean Ss een ......Westinghouse Electric Supply Co., Houston, Tex. 
ig tae SED sel ee re IER ...Doubleday-Hill Electric Co., Pittsburgh, Pa. 
E. W. Williams..................... n i Re etre Tae Be Colonial Electric Co., Philadelphia, Pa. 
EE EEE Supply Co., Detroit, Mich. 
acess demasesoeacelans ........-Lindley Electric Supply Co., Philadelphia, Pa. 
Da ee o.oo cient setsss-+---. Graybar Electric Co., Chicago, Il. 
eee Woolley, Inc., Buffalo, N. Y. 
P. Byrnes SOIR Sl a a Series hice Graybar Electric Co., Newark, N. J. 
Thomas G. Nolloth .-—s—i“a‘ai‘étét;™ sa teiciece ated F. D. Lawrence Electric Co., Cincinnati, Ohio 
em tie SEC Ne er Pee ee <inapatione tints Joseph Kurzon, Inc., New York City 
John R. Canning... Elliott-Lewis Electrical Co., Philadelphia, Pa. 
Thomas C. Lindsay. Pe ee eae Allen Electric Co., Cleveland, Ohio 
saa oe General Electric Supply Corp., Dayton, Ohio 
$5.00 Prizes 
TN oe sncinnn2-----1-2 oe mance eee eaaaaael Revere Electric Co., Chicago, Ill. 
Jack Barroman........ sraceccadeanacewssesesccitaubpectssssdstics A Oe Gag Saaneeeey Te 
Jos. J. C. Devantery__ ee aides de-slasnapbigib ani all Tidewater Electric Co., New York City 
W.T. Wessels... ncdetasdpss < RRs Sah lak Lada chin rage aS Franklin Electric Co., Philadelphia, Pa. 
George Weill. doo voeeeeeeeeeseee----+----.....-Joseph Kurzon, Inc., New York City 
Bud Nelson... icp iphaebaernintinnkamaia apie Hyland Electrical Supply Co., Chicago, Ill. 
ee nips cient ee Co oa te Revere Electric Co., Chicago, Ill: 
eee er i a ee Revere Electric Co., Chicago, Ill. 
R. J. Valentine wig E Tatas seg egies sy rks le ok H. Poll Electric Supply Co., Toledo, Ohio 
Philip Schaeffer. ooo ennesessss-s----.West Phila. Electric Supply Co., Philadelphia, Pa. 
SCR een nee Dauphin Electrical Supplies Co., Harrisburg, Pa. 
Frank Prial........._.... ae ROR Rick icti rca straiadn ee Joseph Kurzon, Inc., New York City 


March winners will be announced next month 
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Lines Entered in April Contest 


Refer to this Directory Every Day—tt Will Help You 
Win a “Victory” Prize 


American Blower Corp. 
Ventilating fans and blowers, room coolers. 


Arrow-Hart and Hegeman Electric Co. 
“Arrow” and “H & H” wiring devices, cord 
sets, illuminated house numbers, antenna sys- 
tems, enclosed and motor starting switches, 
etc. 


Benjamin Electric Mfg. Co. 
Industrial lighting equipment including re- 
flectors for all purposes, flood lights, pro- 
jectors, etc. 


Benson Co., Inc., Alex R. 
“Yager” soldering salts. 


Bryant Electric Co. 
“Bryant” and “Hemco” wiring devices, plural 
plugs, cord sets, fuseless load centers, etc. 


Burgess Battery Co. 
“Burgess” flashlights and batteries. 


Bussmann Manufacturing Co. 
“Buss” Super-Lag fuses. 


Colt’s Patent Fire Arms Mfg. Co. 
“Colt-Noark” line of safety switches, fuses 
and cut-out boxes. 


Couch Co., Inc., S: H. 
“Couch” telephone and signal equipment, 
“Pairfones,” Blake staples. 


Curtis Lighting, Inc. 

. “X-Ray” reflectors, “CurtiStrip”, “X-Ray” 
floodlighting projectors and complete line of 
standard commercial indirect lighting fix- 
tures—also “X-Ray” reflectors and equip- 
ment for special lighting effects. 

General Cable Corp. 

Complete line of electrical wires, cables and 
splicing materials. 

General Electric Vapor Lamp Co. 

“Neon Glow” lamps for night lights, pilots, 
exit lights, signals, etc. 

Hamilton Beach Mfg. Co. 

“Hamilton Beach” appliances, including vac- 
uum cleaners, food mixers, vibrators, hair 
dryers and sewing machine motors. 

Ideal Commutator Dresser Co. 

“Tdeal” wire connectors, thread lugs, wire 
strippers, fuse clamps, fuse reducers, fuse 


pullers, portable blowers and suction clean- 
ers, commutator stones, grinders, mica under- 
cutters and saws, armature winders tools, 
etc. 


Jefferson Electric Co. 
“Jefferson” door bell, signal, neon, control, 
ignition, radio, sun lamp, street lighting, 
and toy transformers; renewable and non- 
renewable fuses, plug and glass fuses, switch 
and outlet boxes, cutout bases and clips, mer- 
cury switches, and Ozonators. 


National Electric Products Corp. 
Complete line of “National” wires and cables, 
ABC cable, rigid and flexible conduit, metal 
moulding, fittings, etc. 


Okonite Co. 
“Panther” friction tape and “Dragon” rubber 
tape only. ; 
Plymouth Rubber Co., Inc. 
“Slipnot” friction tape and “P.R.” splicing 
compound. 


. Reliance Automatic Lighting Co. 


Complete “Reliance” line of time switches, 
including the “Reliance”, “Racine”, “Ace” 
and “Badger” models. 


Signal Electric Mfg. Co. 
“Signal” electric fans. 


Steel and Tubes, Inc. 
“Steeltubes” thin wall rigid conduit and fit- 
tings. 

Thompson & Son Co., Henry G. 
“Milflex Duplex” hack saw blades, designed 
especially for electrical use. 

Trumbull Electric Mfg. Cu. 
Complete line of Circle “T” safety switches, 
motor starting switches, panel boards and 
switchboards. 


Wagner Electric Corp. 
“Wagner” fans, motors and transformers. 


Wiremold Co. 
“Wiremold” metal raceway, lighting strip 


and fittings, “Wireduct” electrical and 
automotive loom, “Wireflex” non-metallic 
sheathed cable, “Wiremold Wire Nuts” 


solderless connectors. 
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Balance Your Selling Efforts 
By L. L. BRASTOW 


Sales Manager, The Trumbull Electric 
Mfg. Co 

No manufacturer can fail to appreci- 
ate the courageous attempt to stimulate 
business recovery through “Victory 
in °33.” 

One of the great helps resulting from 
a concentrated program of this kind is 
the opportunity afforded salesmen indi- 
vidually to become better acquainted 
with the various lines carried by their 
houses, 

Any salesman who enters one of these 
monthly contests on any given line, 
before he gets through, will know a good 
deal more about the details and applica- 
tions of such a line. He will have had 
an opportunity to decide more efficiently 
through actual experience what place 
such a line should hold permanently in 
his selling program and the amount of 
sales effort it regularly should merit. 

I am referring particularly to con- 
struction or supply material. 

It is very easy for a wholesaler’s sales- 
man to get into a habit of pushing cer- 
tain classes of material that have almost 
a daily demand, to the semi-exclusion, 
or the placing in a secondary position, of 
other lines that are not, perhaps, sold in 
as much volume or as frequently but on 
which the profit may be more satis- 
factory. 

A specialist who concentrates on a 
given product naturally is able to sell 
far more than one who sells such a 
product as only one of a large assortment 
of other supplies. And so it is that any 
man who for a whole month devotes 
particular effort to a given line, not only 
may be surprised to learn how much it 
is possible to sell, but in many cases may 
discover that such a line has a peculiar 
merit and deserves a larger place in his 
future normal sales activities. 

“Victory in ’33” should materially 
help every salesman to obtain a proper 
balance in his sales effort. 
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Small—But What a Market! 
By B. E. HOLUB 
Sales Manager, Ideal Commutator 
Dresser Co. 

Small items . .. small jobs .. . but 
group them together and what a mar- 
ket! But still, how easy it is to over- 
look the “little” things that grow into 
something really Bic. 

Do Not Overtook SMALL ConTRAC- 
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TORS, MANUFACTURERS, etc., as_ their 
purchases, when grouped together, by 
far exceed the total purchases of larger 
users. Don’t forget that wire connec- 
tors offer you repeat business. Once you 
get your customers started, you can be 
sure of a continuous flow of business. 

Now, another novel field and selling 
method is introduced—a counter display 
carton for hardware dealers, electrical 
dealers, department stores, radio stores, 
etc. Millions of electrical joints are 
made by laymen each year. 

Don’t overlook this wide, fast growing 
market which offers continuous repeat 
business. 
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Three Essentials 
By A. E. TREGENZA 


Vice-president, Jefferson Electric Co. 

Business is strictly a matter of people 
and is governed by their will. It is a 
matter of Selling and Buying. It starts 
with selling, and its momentum is gov- 
erned by the vigor of the selling effort. 
For a considerable time there has been a 
heavy business fog over the land. It is 
a fog of mental delusion that business 
starts with buying. Without aggressive 
selling there could be no business prog- 
ress, and if we believe that business 
starts with buying, we are retrogressing. 
Business will go forward in exact pace 
with selling effort. We can’t go back 
and retain our self-respect—we must go 
forward. 

1933 is the year in which we must go 
forward—“Victory in ’33”—regain what 
has been lost—but it’s going to mean 
hard work. 

To insure “Victory in ’33” we must do 
three things: 

1. Secure more business from present 
customers by cultivating them more 
intensively. 

2. Add new customers and develop 
business in parts of each territory which 
may have been more or less neglected. 

3. Determine to know more thor- 
oughly every item handled and what 
sales helps the manufacturer offers. 

It is a well known fact that the average 
dealer needs a great deal of sales help, 
and that the wholesalers and manufac- 
turers’ salesmen have been of inestimable 
value to him. This help is needed more 
than ever during the present economic 
situation. 

In your “Victory in ’33” plans don’t 
forget that business starts with selling— 
the more aggressive the Selling, the 
sweeter the Victory. 





Talk Profit and Turnover 
By H. D. RENCH 
The Hamilton Beach Mfg. Co. 

Profit and turnover interest the 
dealer. Dealers make from $7.00 to 
$8.00 profit on a food mixer alone. A 
complete set of attachments adds about 
$7.00 profit. This gives the dealer a 
margin of from $14.00 to $15.00 on the 
sale of a complete outfit. That com- 
pares very favorably with the margin 
on a low-priced washing machine, a 
vacuum cleaner or other major items. 
This margin plus turnover gives the 
dealer real net profit. 

To get turnover, the dealer needs 
advertising support. There is an enor- 
mous amount of consumer advertising 
being run by all food mixer manufac- 
turers, including ourselves. 

Wholesalers and dealers have written 
us that they needed a way to display food 
mixer attachments attractively in order 
to cash in on the acceptance for these 
new accessories. In response to this 
demand, we have produced a window and 
store display that provides a definite 
place for each attachment. The attach- 
ment itself is tied up with an illustration 
of what it does. The entire set-up is com- 
pact yet impressive and striking. Be 
sure your dealers are supplied with this 
display. Your sales manager will give 
you full information about it. See that 
this display is installed and your dealers 
will get turnover. That means profit for 
the dealer and repeat orders for you. 
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Merchants Will Invest 
By NORMAN B. HICKOX 


Vice-president, Curtis Lighting, Inc. 

Reports from all sections of the coun- 
try indicate that the small merchant is 
going to invest more money in his own 
business. The competitive situation of 
the past several years, serious as it was, 
did not bring him to his senses until the 
banking situation became critical. With 
that cleared up the small merchant has 
come to a keen realization that he will be 
happier, do a greater volume of business 
and perhaps make more money if he 
improves his own location and makes it 
more attractive . . . and there is no bet- 
ter place to start than by lighting his 
show windows with X-Ray reflectors! ! 

Already hundreds of merchants and 
contractors have written in for informa- 
tion about the new X-Ray lighting appli- 
ance which was developed for the for- 
gotten market—the small merchant. 
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February Prize Winners Tell 
How They Sell 


They Still "Work Together 
and Win Together" 


While my co-worker, Macpherson, 
was ringing the bell and crashing 
through with orders in January which 
resulted in a seat in the front row for 
him, I was sowing seed so that I, too, 
could some day receive honorable men- 
tion among the Rank and File. 


When contacting my accounts I men- 
tioned that I was in a sales contest and 
every switch order would be just an- 
other step to help me to “Victory.” My 
contractor and industrial customers re- 
sponded wonderfully. However, the 
majority of my Trumbull orders came 
from two “Packing Houses.” Due to 
expanding, both plants were increasing 
their horsepower capacity. This meant 
switch business as well as wiring ma- 
terials to me. Fortunately, having been 
a General Electric man for a good many 
years, I was able to render engineering 
and layout service and this, together 
with a quality product, sold the jobs in 
their entirety. 


I, too, felt the same as Macpherson 
that your sales effort must be backed by 
service, and my prize check was split 
$6, $2 and $2, with H. E. Brown, 
branch manager, and R. Spettle, assist- 
ant. Our slogan—“Work Together and 
Win Together,” has not been modified. 


May all of us enjoy “Victory in 733.” 
C. J. PERKINS, 
General Electric Supply Corp., 
Dayton, O. 
Vv 

Is Going at Top Speed 

Your “Victory in ’33” contest is a 
fine thing, at this particular time espe- 
cially. It is a big help in convincing us 
that we have old man depression pretty 
near licked. 

The “Victory in ’33” campaign has 
given me additional ideas as regards 
existing business conditions. It sold 
me one hundred per cent on the idea 
that there is plenty of volume if one 
does a lot of hard work and concen- 
trates on the items that are in demand 
by the trade. 

I want to say that I tried hard to win 
in the “Victory” contest for January, 
but failed to do so. However my greater 
determination was rewarded in Febru- 
ary and I want to thank you for the 
gold “Victory in ’33” lapel button, also 
for the first prize award on the H. B. 
Sherman line. 

I am going at top speed on every line 
we represent and hope to finish in first 
place on the lines of other manufactur- 
ers participating in “Victory in 33.” 

R. J. VALENTINE, 
H. Poll Electric Supply Co., 
Toledo, O. 





Benjamin Electric Mfg. Co. 
O. G. Thorp...... 


N. W. Michelson 
J. E. House. 


Hamilton Beach Mfg. Co. 
E. M. Russell. 
George Albiez 


Steel and Tubes, Inc. 
Charles G. Lifka 
W. A. Perkins 





February Winners of the Extra Prizes 
Offered by Manufacturers 


rad Listenwalter & Gough, Inc., Los Angeles, Calif. 
Emil Hackel.___ Wetmore-Savage Electric Supply Co., Boston, Mass. 

_..Graybar Electric Co., Hammond, Ind. 
Graybar Electric Co., Inc., San Antonio, Tex. 


Schuster Electric Co., Cincinnati, Ohio 
Englewood Electrical Supply Co., Chicago, Ill. 


Madison Electric Co., Detroit, Mich. 
George H. Wahn Co., Boston, Mass. 
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Equipment Sales Bring 
Orders for Supplies 


My idea for boosting sales is to be 
constantly thinking of the “Progressive 
Electrical Front” as presented by light- 
ing, appliances, radio, talking motion 
pictures, smokeless trains, television, air 
conditioning and soil heating. 

When we have these new useful units 
in our industry there are interested cus- 
tomers in every part of the VU. S. A. 
When the new unit is sold the general 
necessary electrical hook-up parts must 
also be purchased. 

Each month I study the new item 
pages of ELEcTRICAL WHOLESALING and 
present the items listed to the customers 
that can use same to their advantage. 

My motto is “Let the customer know 
the Electrical Industry is alive and 
working for his interests.” 

Hope you won’t forget my address 
for another prize. 

E. W. WILLIAMS, 
Colonial Electric Co., 
Philadelphia, Pa. 


* 
Believes in Sales Exposure 


It is hardly necessary to give details 
of my method in securing business. My 
motto is one that, if followed aggres- 
sively by all salesmen, should invariably 
result in increased sales. It is: “Find 
out where the business is and then ex- 
pose yourself to the order.” 

J. Emmett House, 
Graybar Electric Co., 
San Antonio, Tex. 


v 
Puts Forth Extra Effort 


I wish to express my appreciation of 
the various sales contests that have 
been put forward by both ELectricaL 
WHOLESALING and THE  JoOBBER’S 
SALESMAN. I believe an incentive, to- 
gether with the cooperation of the man- 
ufacturers’ salesmen, helps to enthuse 
those of us in the field to put forth 
extra effort on the particular lines that 
are. entered. 

Tuomas B. WATKINS, 
L. A. Woolley, Inc., 
Buffalo, N. Y. 
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J. E. House 
Graybar Electric Co. 
San Antonio, Tex. 


Follows Through with His 


Contractors 


Needless to say I was very much 
pleased to find my efforts on the sale 
of Curtis Lighting products for the 
month of January resulted in my re- 
ceiving a “Victory in ’33” button to- 
gether with a $10 cash award. 

A close follow up on the live pros- 
pects for lighting, together with an in- 
tensive follow-up through my contrac- 
tors to keep them selling lighting was 
the real reason for this showing. 

These contests are a real incentive to 
keep pepped up so let’s have more of 
them. 

R. L. SNoperass, 
General Electric Supply Corp., 
Houston, Tex. 


v 


Sells Himself First 


I have been selling Bryant material 
for 10 years. Needless to say, the first 
requirement necessary is to be sold 
yourself on what you’re selling—which 
I am one hundred per cent—then be 
honest in your statements at all times 
and cooperate with your dealers and 
contractors. 

Due consideration should also be 
given to our office staff, who always 
cooperate with me to the fullest extent. 

me GEER 

Westinghouse Electric Supply Co., 

Houston, Tex. 
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Goes After Replacements 


Many thanks for the check and gold 
lapel button which it will give me great 
pride and pleasure to wear. 

My success on the Couch line was the 
result of close cooperation from Mr. 
McCarthy, the local factory engineer 
and Revere Electric’ Company’s inside 
sales help, which is worked out by Mr. 
Zimmerman. 

The secret of selling a product like 
Couch is to know the line well and to 
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E. C. Lyle 
Westinghouse Electric 
Supply Co., Houston, Tex 


T. G. Nolloth R. 
F. D. Lawrence Elec. Co. 
Cincinnati, Ohio 


know where to sell it. With present 
conditions as they are, and with very 
little new building, I found that by 
urging and helping local contractors to 
go out for replacement business we both 
benefited in a profitable way. 
Jack Byrnes, 
Revere Electric Co., 
Chicago, IIl. 
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Solicits Every Account 


Regarding the question of getting or- 
ders today I might say in view of con- 
ditions it is necessary to conscientiously 
solicit every account regardless of size 
for whatever business they might have 
to offer. The Steeltubes orders that I 
received during this contest came from 
a number of sources in quantities from 
100 feet up. It seems that if you suc- 
ceed in getting the contractor to make 
one installation with Steeltubes he in- 
variably continues to use this on all 
future jobs. 

Cuas. G. Lirka, 
Madison Electric Co., 
Detroit, Mich. 


Teli 





(Left) Chas G. Lifka, Madison Electric Co., 
Detroit, Mich. 
(Right) R. J. Valentine, H. Poll Electric Sup- 
ply Co., Toledo, Ohio 


General Elec. Sup. Corp. 
Houston, Tex. 





L. Snodgrass John R. Canning 


Elliott-Lewis Electrical Co. 
Philadelphia, Pa. 


Follows the Larger 
Specialty Jobs 


Through my close cooperation with 
the Kliegl factory representative, I am 
able to keep in touch with him as to 
where this line has been specified. Of 
course, this is only half of the job, and 
I start by following the job as soon as 
the electrical contract is awarded. In 
this case I was successful in landing a 
nice order for one of the modern type 
high schools. 

My suggestion, from experience, is 
that as well as boosting sales, you must 
also follow the larger specialty jobs. 
They afford some very nice business. 

PHILIP SCHAEFFER, 
West Philadelphia Electric Supply Co., 
Philadelphia, Pa. 
Vv 


Segregates Tape Buyers 

Your check for prize for Plymouth 
Rubber Co. products received for which 
kindly accept my thanks. It was quite 
a surprise and will serve as an incentive 
for the March campaign. 

My sales were accomplished by seg- 
regating the tape buyers and then con- 
stantly keeping the product in front of 
the buyers by calls at regular intervals. 
I hope this may be of benefit to the rest 
of the “Victory” campaigners. 

Joun R. CANNING, 
Elliott-Lewis Electrical Co., 
Philadelphia, Pa. 
v 


Studies the Requirements 
of Each Customer 


My success, if any, in selling any 
product is due to the fact that I analyze 
my customers’ requirements, and in 
the particular cases where Okonite was 
sold, Okonite was talked of first, with 
other lines in the background. In other 
words, I push the material in which I 
know my customer is interested. 

T. G. Nottorn, 
F. D. Lawrence Electric Co., 
Cincinnati, Ohio. 
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Read These Simple Rules for 
“VICTORY in '33” 


All salesmen of electrical wholesalers are eligible and no advance registration is 


necessary. 


Use blank.on opposite page for reporting your sales, or you may use your own 


company's letterhead. 


Report total sales for the month, in dollars and cents, on the products of any of 
the manufacturers listed on the opposite page. 


Report sales for each manufacturer separately. 


Report for as many manufacturers as possible, even if your sales on some lines are 


small. Small Totals May Win a Prize. 


Have your report countersigned by your sales manager or by an officer of your | 


company who has such authority. 


Your report for April must be mailed to reach Electrical Wholesaling, 520 N. 
Michigan Ave., Chicago, on or before May 1I5, 1933. 


March winners will be announced in the May issue of Electrical Wholesaling. 


CONTEST RULES 


1. Separate contests will be held each month from 
January to June inclusive. 


2. Only the lines of those manufacturers whose 
advertisements appear in each issue of Electrical 
Wholesaling will be eligible for prizes for that 
month. 


3. A cash prize will be awarded each month to the 
wholesaler's salesman who reports the largest vol- 
ume of sales of the products of each,of these 
manufacturers. One prize for the line of .each 
manufacturer; $10.if his advertisement is two- 
thirds of a page or more, $5 if it is one-third or 
one-sixth of a page. Lines of advertisers using 
less than one-sixth page will not be eligible. 


4. Each contestant can win only one prize in any 
one month. If a salesman is high man, in the 


same month, on the lines of two or more manu-. 


facturers, he will be awarded the prize for the 
line on which his sales are greatest. The prizes for 
the other manufacturers’ lines on which he is also 


high man will go to the runner-up, or next high- 
est man. 


5. A salesman is ineligible to compete on any 
manufacturer's line after he has already won a 
prize on that line, but may compete in succeed- 
ing months on the lines of all other manufacturers 
on which he has not previously been awarded a 
prize. 


6. In case of a tie, the full cash prize will be 
awarded to all tying contestants. 


7. All salesmen of the authorized distributors of 
each manufacturer. are eligible for the prizes 
awarded on that manufacturer's products. 


8. Each winner will receive, in addition to the 
cash prize, a "Victory in '33" lapel button. 


9. Contestants whose reports indicate an out- 
standing sales performance but who fail to win 
a cash prize, will receive a similar "Victory" 
emblem in recognition of their achievements. 
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“NACTORY in °33” 


APRIL CONTEST 


Winners will be announced in the June issue of Electrical Wholesaling 








1. Read carefully the Contest Rules 
on the previous page. 


2. Only the lines of the manufac- 
turers listed below, whose advertise- 
ments appear in this issue of Electri- 
cal Wholesaling, are eligible in this 
month's contest. 


3. Through the month of April 
keep your own record of sales on all 
products of each of these manufac- 


INSTRUCTIONS TO SALESMEN 


turers for whom your house is an 
authorized distributor. 


(By “sales” is meant actual orders 
taken by you or credited to you from 
April | to 30 inclusive, at whole- 
saler's selling price—what you bill 
your customers—whether for April or 
later delivery.) 


4. At the end of the day, on Sat- 
urday, April 29, add up your total 


Instructions to Sales Manager 


sales for each manufacturer and enter 
this amount in the space below oppo- 
site his name. 


5. Sign your name and the name of 
your company. 


6. Tear out the entry blank and hand 
or send it to your sales manager or 
other officer of your company for his 
approval and signature. Do not send 
it to us until it is countersigned. 


(Or to other officer of company who has authority to approve salesmen's records) 


Please check this Sales Record. If you find it correct, countersign and mail it to Electrical Wholesaling, 520 N. Michigan Ave., Chicago, Iil., 


on or before May 15, 1933 


Salesman’s Entry Blank 


Enter your sales below. Make your figures plain. If there are cents as well as dollars, indicate your decimal point plainly. Enter no sales of 
manufacturers’ goods except those for whom your house is a regular distributor. 


Name of Manufacturer See Page 
American Blower Corp. 39 
Arrow-Hart and Hegeman 

Electric Co. a) 
Benjamin Electric Mfg. Co. 31 
Benson Co., Inc., Alex R. a4 
Bryant Electric Co. 37 
Burgess Battery Co. 24-25 
Bussmann Mfg. Co. Back Cover 
Colt's Patent Fire Arms 

Mfg. Co. 48 
Couch Co., Inc., S. H. 46 
Curtis Lighting, Inc. 33 
General Cable Corp. 47 
General Electric Vapor 

Lamp Co. 4D 


Your Sales in April Name of Manufacturer See Page Your Sales in April 
A ea re Hamilton Beach Mfg. Co. 35 Rk re OE 
Ideal Commutator Dresser Co. 44 i aS CS aE 
eee Jefferson Electric Co. Sh at a ae 
Foner National Electric Products Corp. 2 ae 
$ononennnsenneneeeceeeeeee Qkonite Co. (Panther and 
_ RE EA ‘Dragon Tapes only) 43 i 
: oa a Plymouth Rubber Co.., Inc. . a 
Fem yin a tap Reliance Automatic Lighting Co. 46 {js 
ETRE 6 ae Signal Electric Mfg. Co. 44 ES 
ie Steel and Tubes, Inc. 29 2 a 
ee Thompson & Son Co., Henry G. 27 Se 
AES ORES: Trumbull Electric Mfg. Co. 45 a a 
Wagner Electric Corp. 36 
TEES EO Wiremold Co. 42 a 





Contestant Sign Here (Print Name) 





Conipeny 
APRIL, 1933 


City and State 


Sales Manager Countersign Here 
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Illustrated on the right is the F29 
counter display of F29 cases. 


Below is illustrated one 

of the two displays of 

six that constitute the 

combination package 
of F19 cases. 


SEIS EEE, 


BURGESS 
FOCUNING 
ONT LIGHT 


, 49: 


COMPLETE WITH 
BATTERY 
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\vailable in a Price Leader 


N announcing these two new low-priced focusing cases, we wish it were possible for 





us to place them right in your hands—so you could feel the heavy seamless brass 





tubing — inspect the new sliding switch— examine the new focusing arrangement 
and the octagonal non-rolling head. Completely chrome-nickeled. You will quickly 
agree with our claim—that they're sensational quality to retail at 49c complete with 


burgess Batteries. 


These two new focusing cases are known as the FI9 (2-cell Baby Tubular size) and 
F29 (Standard 2 No. 2 Uni-cel size). 


Packed in displays only and sold only in the following combinations: 


12 F29 cases and 36 No. 2 Burgess Uni-cels 
12 F19 cases and 24 No. 1 Burgess Uni-cels 


They’re Ready for Shipment Now! 


Another big reduction has been made in the OF23 and OF25 Super-Focusing 
Flashlights. They are now priced to retail at $1.75 and $2.00 complete with 
lamp, but less batteries. There is an excellent market for these two cases 
to fishermen and campers—especially at these new low prices. 


For quality and performance, the Burgess line of flashlights is outstanding. 
If every one of your salesmen is not fully acquainted with Burgess flash- 
light features, ask our representative to point them out. We especially call 
your attention to our 3-position safety switch—the most reliable switch 
on the market. 


BURGESS BATTERY COMPANY 


Engineers and Manufacturers of Acoustic and Electric Products 





Sales Offices: NEW YORK, 202 East 44th Street CHICAGO, ILL., 111 West Monroe Street 
ATLANTA KANSAS CITY, MO. SAN FRANCISCO 
BOSTON MINNEAPOLIS LOS ANGELES 


In Canada— Niagara Falls and Winnipeg 
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Trends in 


Distribution 


A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 





amet 





Wholesaling in 1933 


The electrical wholesaler serving the 
far Western states is a vitally neces- 
sary link in the distributive chain in 
so far as this territory is concerned. 

This fundamental fact should not 
lure the wholesalers of the Pacific Coast 
into any false sense of security. Their 
problems are legion, starting with the 
serious one of balancing 1933’s budg- 
ets and ending with revisions in the 
basic laws governing the conduct of all 
business. Here are but a few of them: 

More serious consideration must be 
given to selective selling, because the 
wholesaler knows that a few strong re- 
tail outlets are better than a myriad of 
weak ones. Understanding is neces- 
sary between manufacturers, contrac- 
tors and wholesalers, which will per- 
mit a sharp delineation of industrial 
customer classification so that waste 
and duplication in selling effort may 
be eliminated. Thought must be given 
to diversification so that volume of 
business will not depend solely upon 
the cyclical eras of building construc- 
tion. Consideration of the relationship 
between wholesaler, manufacturers’ 
agent and manufacturers’ branch, as 
regards service, stocks and sales re- 
sponsibility, is essential. Markets and 
merchandising need study so that the 
wholesaler may better serve his retail- 
ers. Finally, thought must be given to 
revision of the credit laws so that the 
heavy cost of business failures need 
not be shouldered by those who are 
successful—Ep1Tor1AL in Electrical 
West for February. 


Vv 
Jobless Sell Fuses 


Jobless men possessed of some in- 
genuity have hit upon the idea of sell- 
ing house fuses from door to door. They 
find a surprising number of household- 
ers glad to take a few; fuses are among 
the little things always handy to have, 
hard to remember to buy. 

Inevitably, bright dealers have seen 
an opportunity, have made up attractive 
small packages for the men to peddle. 
Pushing the idea a step further, some 
of them tell the salesmen to take the 
fuses into the house and tack them 


near the fuse box by means of a card- 
board holder. The salesman takes a 
look around, and frequently turns in 
sales leads, having noted the absence of 
appliances, or their obsolescence.—T he 
Business Week for February 1. 


Vv 


Wholesalers Distribute 319, of 
Sales of Manufacturing Plants 
Manufacturing plants in the United 

States sell 30.8 per cent of their pro- 
duction to wholesalers, an almost equal 
amount (29.1 per cent) to industrial 
and other large consumers, 19.6 per 
cent direct to retailers, 16.8 per cent to 
their own wholesale branches, 2 per 
cent to their retail branches, and 1.7 
per cent direct to household consumers. 
These facts are revealed in the final 
report from the Census of Distribution 
covering the channels through which 
manufacturers distributed their prod- 
ucts.—Domestic Commerce for Febru- 
ary 20. ~ 


Outside Selling Necessary 

Major appliance dealers are rapidly 
being convinced that outside selling is 
essential in the major appliance field 
if a store is to do any considerable 
quantity of business in this merchan- 
dise. Store managements known to 
have been sharply opposed to outside 
selling have taken an altered attitude. 
It’s either get a good turn-over or for- 
get the line for merchandise that has a 
turn-over. 

And, while on the subject of turn- 
over, we would like to ask dealers if 
they fully appreciate the possibilities in 
turn-over on electrical appliances, as 
compared to the many other items car- 
ried. Mazda lamps particularly are 
profitable to dealers whose stores en- 
joy traffic. Small appliances ‘carry a 
high unit sale average and will show a 
good turn-over if selected properly. 

Major appliance sales require an out- 
side selling organization with a strong 
supervisor who can maintain in his or- 
ganization the proper balance between 
persuasive selling and the store’s policy 
of not “high-pressuring.”—The Dealer, 
Northern States Power Co., for Febru- 
ary. 


tices. 


Adequate Margins Needed 

The success of any industry, of any 
business, is based upon its ability to 
make a profit. When a manufacturer 
starts criticizing the electrical contrac- 
tor for his poor selling, it is our sug- 
gestion that that manufacturer study his 
discount sheet and his own selling prac- 
Has he set up a margin large 
enough to permit selling? Has he set 
up a consumer discount that takes away 
most of the contractor’s margin? Has 
he sent his own men in the field armed 
with discounts that make the contrac- 
tor’s customer buy direct? 

Without increasing the volume of 
business, the industry has on many lines 


taken away the opportunity for the con- 


tractor to make a profit, while at the 
same time the sales cost has mounted. 

Isn’t it about time that manufacturers 
restudy their discount sheets and their 
sales costs? Many of them will find, 
in our opinion, that they can increase 
the contractors’ margin, cut their own 
sales cost and make a better profit. 

Contractors can and will sell when 
it is profitable, they will not sell when 
it is not profitable-—Ep1Tor1ay in Elec- 
trical Contracting for February. 


v 
A Salesman's Check List 


A recent issue of the news-letter of 
the Associated Coffee Industries of 
America contains this salesman’s check 
list under the heading, “Why I Lost 
That Order”: 

1. I lost the order because I was 
afraid the buyer would say “No”. 

2. I called without knowing anything 
about the prospect’s business or needs. 

3. I lost the order to a firm whose 
price was lower because I didn’t have 
enough facts to prove my product was 
worth the money. 

4. I had neglected my prospect too 
long—a competitive salesman beat me 
to it because he was there asking for 
the order. 

5. I let myself get into an argument 
with the buyer—which I won. That is 
why I lost the sale. 

6. I too willingly accepted the buy- 
er’s objections.—E-vecutives Service 
Bulletin. for February. 
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Statement of Sales Policy 


1. 


10. 


MILFORD and MIL FLEX hack saw blades are sold exclusively through Dis- 





tributors and Jobbers in various channels of distribution in territories where repre- 
sentation is established. Direct inquiries and orders are referred to these represen- 
tatives. 


. MILFORD and MIL FLEX hack saw blades are not sold direct except in terri- 





tories where representation has not been established. Such direct sales are made at 
resale prices enabling nearby Distributors and Jobbers to compete. 


. MILFORD and MIL FLEX hack saw blade orders from non-stock carrying dealers 





are referred to representative Distributor or Jobber in territory where order orig- 
inated. 


MILFORD and MIL FLEX hack saw blades are sold under a nationally announced 
discount, without rebates or special concessions of any description. The same dis- 
count is given all representative Distributors and Jobbers stocking these lines. 


MILFORD and MIL FLEX Distributors _ and Jobbers are discriminatingly 
selected and limited in number in a territory. Exclusive representatives are ap- 
pointed when local competitive conditions and size of territory warrant. 


MILFORD and MIL FLEX hack saw blades carry an announced resale price that 
provides an adequate margin of profit to Distributor and Jobber. Price cutting is 
vigorously discouraged. 











- MILFORD and MIL FLEX, other factory, special or private brands of hack saw 





blades, are not sold through any one channel of distribution at prices lower than 
quoted representative Distributors and Jobbers in all channels of distribution. If 
manufactured, special grades of hack saw blades, or their equivalent, will be avail- 
able to representative Distributors and Jobbers in all channels of distribution at 
the same prices and terms. 


MILFORD and MIL FLEX hack saw blades are sold on terms of 2% cash dis- 
count, 10th proximo, or net thereafter. Freight is allowed on shipments of 100 
lbs., or over. 


MILFORD and MIL FLEX hack saw blades are guaranteed against defective 
workmanship or material, and if found defective or unsatisfactory, a fair and equi- 








table adjustment or replacement will be made. Upon authorization all unsatisfac- 
tory blades must be returned to the factory for inspection. 


MILFORD and MIL FLEX Distributors and Jobbers are given direct mail liter- 
ature, price lists, catalogue help, sales promotional assistance, technical and engi- 
neering advice, factory representative contacting with consumer and educational 
assistance. 





At the request of any Distributor or Jobber representing these lines, we 
will disclose our discount schedule in substantiation of our nationally 
announced price policy. 


THE HENRY G. THOMPSON & SON CO. 


New Haven, Conn. 


Feb. 9th, 1933. President. 
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Activities 


N.E.W.A. 





te information on this page has been 


prepared for ' 


‘Electrical Wholesaling" by E. 


Donald Tolles, Managing Director, National 
Electrical Wholesalers Association, 165 Broad- 
way, New York City 








Committee Approves New 
Trade Practice Rule 

The Permanent Committee on Trade 
Practices has approved of the following 
rule against the sale of electrical sup- 
plies prohibited by any law or ordinance : 

“The sale of electrical supplies pro- 
hibited by valid and enforceable statutes 
or ordinances of the state, city or other 
municipality in which such supplies are 
sold or to be used is an unfair trade 
practice.” 

This rule will be submitted to the 
industry through the Industry Commis- 
sioners in the various districts through- 
out the United States, and as soon as it 
has been adopted by this method it will 
be submitted to the Federal Trade Com- 
mission and upon approval by the Com- 
mission it will become another Trade 
Practice Rule of the electrical wholesale 
industry. 


v 


New Industry Commissioners 

During the past month seven more 
wholesalers have accepted appointments 
as local industry commissioners. They 
are C. H. Maier, General Electric Sup- 


ply Corp., Rochester, N. G. Harvey, 
Los Angeles, W. V. Price, General 


Electric Supply Corp., Boston, B. T. 
Hare, Rumsey Electric Co., Philadel- 
phia, S. B. Goforth, Westinghouse 
Electric Supply Co., Reading, Pa., B. J. 
Dischinger, General Electric Supply 
Corp., Baltimore, and P. R. Boole, Gen- 
eral Electric Supply Corp., Milwaukee. 


v 


Manufacturers Reply to 
Lamp Committee 

The report of the Lamp Committee 
as recently presented to representatives 
of the lamp manufacturers appeared on 
this page last month. 

In reply, the lamp manufacturers 
have filed a memorandum with the 
Association which may be summarized 
as follows: 


Matters Concerning Commercial 
Policy 
1. Type D Lamp 
Present indications are that the dis- 


tribution of Mazda and Type D lamps 
through the chain stores is very satis- 
factory. No chain stores are now 
featuring the foreign lamps except 
those who are disposing of residual 
stock. It is our hope that the Type D 
line has been highly successful in meet- 
ing the foreign situation not only on a 
price basis but on a quality basis as 
well. We are certain that the effort has 
not failed and that the Type D lamp 
has offered such resistance in protect- 
ing the quality market and the quality 
channel. 

No chain store executive office coun- 
tenances the employment of Mazda 
promotional material as a bait to sell 
non-Mazda lamps. There have been 
violations in the case of individual 
stores but every case of this kind re- 
ported to the management has been 
immediately corrected. 

2. “B” Agents Handling Both Mazda 
and Independent Lamps 

This practice has continued for 
many years but in no case has it been 
our policy to allow the Mazda lamp to 
be used as a tool to sell the non-Mazda 
lamp. The wholesalers, who have re- 
stricted their sales to Mazda, have 
profited by such a policy and many 
non-Mazda wholesalers have been con- 
verted to the 100 per cent Mazda basis 
through trial of our proposition. There 
has been some weakening on the part 
of certain wholesalers but in general 
the wholehearted support given us by 
electrical wholesalers has been very 
gratifying. We have never felt that we 
could refuse to deal with a legitimate 
wholesaler who would not give us his 
entire business but fortunately the com- 
mercial advantages of handling Mazda 
lamps exclusively has prevailed to 
accomplish the same end. 

An arbitrary policy would probably 
not accomplish as much as a reasonable 
policy. The Mazda franchise> demon- 
strates itself to be profitable to the 
wholesalers and is seldom abused. 

3. Limiting Number of Agency Ap- 
pointments 

The question of limiting the appoint- 
ment of “A” and “B” agents has re- 
ceived a great deal of our attention. 
The number of “B” agents has con- 
tinually declined. General Electric Co. 


now has on its books 510 “B” agents as 
compared with 542 a year ago. The 
number of agents is not increasing and 
the volume of sales through “A” agents 
has not declined as rapidly as the total 
volume of lamp business. 

Since incandescent lamps are so pre- 
eminently a convenience article they 
will attract distribution in many types 
of stores. Selective retail distribution 
is therefore impractical. It is difficult 
to limit the number of agents in a given 
community. A number of studies along 
this line have been made but the better 
part of wisdom dictates wide retail 
distribution. 

4. Investigation of Agency Appoint- 
ments 

The manufacturer can and does in- 
vestigate the appointment of “B” agents 
very thoroughly, but in the appoint- 
ment of “A” agents we must rely on 
the honesty and integrity of the “B” 
agent and we do not tolerate the ap- 
pointment of fictitious agents. Where 
misrepresentations are made in our 
agency applications we deal with them 
as we must with all forms of dishonesty. 
5. Meeting Non-Mazda Competition 

Very excellent sales ammunition for 
meeting the licensee non-Mazda manu- 
facturers’ competition, as well as all 
other non-Mazda manufacturers, is 
available. It is not our policy to give 
out test data as this has in past years 
proven of little commercial value. 

6. Agency Appointment with Chain 

Stores 

The volume of sales through these 
channels is so great that we cannot 
ignore it. It is only through the recog- 
nition of this line of distribution that 
we can maintain a firm retail market, 
which we believe is essential to all 
Mazda lamp and wholesale agents. 

In other words, were we to ignore 
the chain store field, they would pur- 
chase lamps from other manufacturers 
or from importers, and the general 
quality level and price level of retail 
sales would be such as to seriously 
threaten the entire retail market. 

7. Appointment of Indirect “B” Agents 

We do not consider that the indirect 
“B” agents are conducive to the up- 
building of the lamp business and have 

(Continued on page 46) 
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(Beton You 


STEP INSIDE 


The sale of Steeltubes is partly made before you get 
inside the door. Advertising in the publications read 
by electrical contractors, architects and engineers is 
telling the story of this modern threadless rigid con- 
duit month after month in order to make your work 
easier. 

But you must do your part to close the sale. You 
must know the stock on hand, how soon delivery can 
be made, the price to quote and the answer to all the 
other queries that come up during the preliminaries. 
You must know that Steeltubes will enable the con- 
tractor to do a better job in a shorter time and at a 
saving in cost—that it cuts and bends easily—that 
only three simple fittings are needed to adapt it to 
every use—that it affords the same degree of mechan- 
ical and electrical protection as old style rigid con- 
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duit—and that it has received broad code and Gov- 
ernment approvals. 

Markets exist in men’s minds. You must influence 
them in favor of Steeltubes by making your sales 
arguments parallel the advertising now appearing. 

Salesmen not already participating in the “Victory 
in ’33” contest are urged to enter. In addition to the 
first prize for the salesman selling the most Steeltubes, 
we are offering a second prize of $7.50 and a third 
of $5.00 every month. Just a little extra effort on 
Steeltubes will help swell the pay check. 


THE MODERN THREADLESS RIGID 





CONDUIT 


Electrical Diviston 


STEEL AND TUBES, INCORPORATED 
CLEVELAND » OHIO 
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Association 


Activities 


trade associations. 





A forum for the exchange of news 


and views between both local and national 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








Kansas City Association Reveals 
Sources of Funds 

Wholesalers contributed more than 
any other trade group, except the utili- 
ties, to the 1932 working funds of the 
Electric and Radio Association of Kan- 
sas City, according to a report issued 
by G. W. Weston, the Association’s 
secretary-manager, Two utilities con- 
tributed 60.3 per cent of all funds and 
17 wholesalers supplied 15.1 per cent, 
while 12.9 per cent came from 26 mahu- 
facturers, 1.4 per cent from 11 ¢on- 
tractors and 10.3 per cent from interest 
and individual dues. 

Officers and directors for 1933 in- 
clude the following wholesalers: C. H. 
McClean, Graybar Electric Co., treas- 
urer and F. M. Bernardin, General 
Electric Supply Corp., W. S. Blue, 
Columbian Electrical Co., and E. ‘H. 
Waddington, Graybar Electric Co., 
directors. 

v 


New York Association Sponsors 
Post Depression Show 

An Electrical and Radio Exposition 
has been announced to be held in Madi- 
son Square Garden September 22 to 
30 under the sponsorship of the Elec- 
trical Association of New York. It 
will be produced and managed by Madi- 
son Square Garden’s Exposition De- 
partment. 

In addition to the regular display 
booths for manufacturers and their rep- 
resentatives, the show will feature the 
newest and most modern developments 
in the entire electrical field. 

Electric kitchens, also air condition- 
ing for homes and offices will be high 
lights of the show. In the radio field, 
short wave and broadcasting will be 
featured. 

Vv 


Stanley A. Dennis 
Joins Staff of N.E.C.A. 
Laurence W. Davis, general manager 
of the N.E.C.A., has announced the 
appointment of Stanley A. Dennis as a 
field representative of the Association. 
Mr. Dennis has been connected with 
the electrical trade press during the 
past 15 years as associate editor of 
Electrical Merchandising, as editor of 





Electrical Retailing, Electrical “Record 


and Electrical Manufacturing, also as . 


editorial director of the Gage Publish- 4 Meiibérs of the Puget Sound Elec- 


ing Co. 

He has also been active in associa- 
tion work among contractor-dealers and 
electrical leagues. Mr, Dennis. will be 


‘located for the present im the middle 
west, working in Illinois and the sur-, 


rounding territory. 
v 


R.M.A. Convention 
At Chicago, June 6 


The ninth annual convention of the 
Radio Manufacturers Association, in- 
cluding: meetings of its divisions, com- 
mittees and board of directors, will be 
held at Chicago, June 6. Tentative res- 
ervations for the annual industry gath- 
ering, but without the usual trade show 
this year, have been made at the Stevens 
Hotel. 

Business and industry promotion will 
be the keynote of the convention. Con- 
structive projects for the industry will 
be presented at the business sessions. 
The Association will not encourage 
radio exhibits but will concentrate on 
affairs of a purely business nature. 


v 


Radio Sales Lead Under Com- 
monwealth Edison $5 to $50 Plan 


On March 13, James Dawson, su- 
perintendent of merchandising coopera- 
tion for the Commonwealth Edison Co., 
met with a group of Chicago whole- 
salers in the quarters of the Electric 
Association and outlined the results of 
the Edison Company’s $5 to $50 plan 
(E.W. Oct. ’32) during its first year 
of operation. 


Up to February 28, according to Mr. 
Dawson, participating dealers had sold 
1,114 items with a total retail value of 
$21,705; an average of $19 per article. 
Radio accounted for 58 per cent of the 
total. 


The 106 active dealers include 41 
hardware, 35 radio, 29 electrical and 
one general store. Of these dealers 39 
have been appointed as authorized bill 
paying stations for the Edison Co. 





Puget Sound Association 
Establishes Free Delivery Zone 


trical Wholesalers Association have re- 
cently announced to their trade the elim- 
ination of indiscriminate free deliveries 


in the Seattle area. 


Under the new plan free delivery will 
be limited to definite boundaries and to 


' certain definite hours of the day. Other- 


wise, charges will be made for cartage 
to freight yards and docks, also for 
deliveries made by truck direct to the 
customer. 

This policy is designed to prevent dis- 
crimination against the customer who 
calls for goods at the wholesaler’s ware- 
house in favor of the buyer located at a 
more remote trucking distance. 


v 


Tritle Urges N.E.M.A. to Expand 
Its Commercial Activities 

In his recent presidential address be- 
fore the annual meeting of N.E.M.A., 
J. S. Tritle, vice-president and gen- 
eral manager of the Westinghouse 
Electric & Mfg. Co., advocated an ex- 
pansion of the Association to secure 
the basic facts necessary for a study 
of the problems of the entire electrical 
industry. 

“What must N.E.M.A. do of and by 
itself?” Mr. Tritle asked his audience. 
“Evidently, if our future lies in the 
market-place, the organization must be 
expanded to include a larger element 
of the commercial than in the past. 
Such a proposal is already receiving 
earnest consideration by our directors. 
I do not mean merely the usual pro- 
posals for market campaigns. The 
questions that first concern us are much 
broader in scope. 

“We need basic facts upon which to 
base our plans. N.E.M.A. is organ- 
ized in such a way that the. problems 
of the whole electrical manufacturing 
industry can be systematically studied. 
Each section can work on its own par- 
ticular problems and can secure coop- 
eration of other sections where neces- 
sary. Through N.E.M.A. cooperation 
is possible also with other branches of 
the industry—the power companies, the 
wholesalers, and the contractors.” 
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Available April 15 
A New Floodlighting 
Campaign For Your 


Contractor Customers 


Benjamin takes the lead again. The 
new 1933 FIGHT WITH LIGHT cam- 
paign to sell outdoor floodlighting is a 
plan tailor made to fit the jobber sales- 
man’s need for getting business now. It 
makes sales for him by building business 
for his choice contractor customers. 

Like the long line of successful Benja- 
min sales plans of the past, this 1933 
campaign gives you the means to do some 
creative selling—to go out and make new 
sales to new customers and overcome 
ruinous price cutting tactics. 

All the price cutting in the world never 
won or held worthwhile trade. But sell- 
ing with a sound plan does. And it wins 
when you need it most—now in 1933. 





February Prize Winners 


Benjamin extra cash prize awards for 
the February contest of the “Victory in 
33” sales drive have been made to the 
following wholesaler salesmen: 

O. G. Thorp, Listenwalter & 
Gough, Inc., Los Angeles, Calif. 

Emil Hackel, Wetmore-Savage Co., 
Boston, Mass. 

N. W. Michelson, Graybar Electric 
Co., Hammond, Ind. 


J. E. House, Graybar Electric Co., 
San Antonio, Tex. 


Win These Extra 


Benjamin Cash Prizes 


In addition to the $10.00 Cash Prize 
awarded by ELrecrriIcAL WHOLESALING 
magazine to the wholesaler’s salesmen 
reporting the largest sale of Benjamin 
products during the month, the Benja- 
min Electric Mfg. Company will give 
four additional cash prizes, each month, 
to the four next highest men. The 
awards will be as follows: 


2nd Prize $7.50 


3rd Prize 5.00 
4th Prize 5.00 
5th Prize 5.00 


Awards will be made under the rules 
governing the “Victory in ’33” contest 
of this publication. 


BENJAM! 








"FOR THIS MG 


Ye 
“we 





suggest.... 


A New Sales Drive on the 
Benjamin Floodlighting Line 
A Unit for Every Need 







Duo-Service 
Floodlights 

Cat. No. 
5763 











Designed especially for floodlighting gasoline 
service stations, the popular Benjamin Duo-Serv- 
ice floodlight has the patented 2 in 1 construc- 
tion. It combines light for drives and service 
areas with a powerful floodlighting beam for 
lighting the station building to a high intensity. 


Play-Area 
Floodlight 


Cat. No. 
5752 





; 
ee 


For floodlighting all types of outdoor play 


and recreational areas. Particularly recom- 
mended for football and athletic fields, swim- 
¢mitig pools, tennis courts, etc. Constructed on 
tHe original Benjamin principle combining a 
large porcelain enamel reflector with an inner 
auxiliary reflector to give a powerful forward 
throw of light. 


Other Outdoor 


In addition to the floodlights shown above 
Benjamin has a wide selection of lighting units 
for use outdoors including the Benjamin Porta- 
ble Floodlights in 100 and 200 watt sizes; Ben- 


| 





Enclosed 
Floodlight 


Projectors 





A complete line of projectors in three sizes 
featuring unusually high lighting efficiency and 
wide adaptability. Specially designed Benja- 
min universal reflectors use floodlighting or gen- 
eral service lamps interchangeably and can be 
focused from narrow to broad beam spread. 






Aluminum 


Floodlights 


Benjamin aluminum floodlights are available 
in concentrating and spread beam types. They 
are used where conditions permit the use of 
short-range units. Benjamin wide-spread type 
aluminum reflectors are specially recommended 
for tennis court lighting. 


Lighting Fixtures 


jamin Unit Package reflectors in Dome, Flat 
Cone and Angle shapes; and Benjamin Elliptical 
Angle reflectors. 





Benjamin Electric Manufacturing Company 


New York 


Des Plaines, (Chicago Suburb) II. 


San Francisco 

















32 


Wholesaler 


News 


Vostary contributions 


of news items for this depart- 


ment, together with snapshots 
of their personnel, are solicited 
from electrical wholesalers and 
specialty distributors 








Sales of Westinghouse Supply 
$22,428,176 in 1932 


The annual report of the Westing- 
house Electric and Manufacturing Co., 
to be submitted at the annual meeting 
of stockholders on April 12, will in- 
clude information on wholly-owned sub- 
diary companies, including the West- 
inghouse Electric Supply Co. 

Sales of $22,428,176 will be reported 
for the supply company in 1932, as 
against $54,292,079 in 1929, $46,687,985 
in 1930, and $37,356,496 in 1931. As 
67 houses were in operation on Janu- 
ary 1, sales last year averaged about 
$330,000 per house. 


v 


Commercial Electric to Handle 
Gibson Refrigerators 
Word has just been received from 
N. C. Goldman, president of the Com- 
mercial Electric Co., Toledo, of their 
appointment as distributors of Gibson 
electric refrigerators. Their territory 
will cover 22 counties in northwestern 

Ohio and southeastern Michigan. 

The direction of refrigeration sales 
will be in charge of Norman H. Cook, 
who has been and will continue to di- 


rect radio sales for the Commercial 
Electric Co. 
Vv 


C. P. Hill Active in Unemploy- 
ment Relief 

C. P. Hill, president of the Doubleday 
Hill Electric Co., Washington, D. C., 
has accepted membership on the Ad- 
visory Board of the Volunteers of 
America, non-sectarian charity organi- 
zation devoting a major portion of its 
work to the feeding and housing of un- 
employed. 

Mr. Hill’s company has already 
turned over two vacant buildings to 
the organization which will be used for 
feeding children of the unemployed. 


v 


Reilly to Manage Trenton Branch 
for Westinghouse Supply 

On February 28, B. W. Clark, gen- 
eral manager, Westinghouse Electric 
Supply Co., announced the appointment 
of A. Reilly as manager of the com- 
pany’s branch house at Trenton, N. J. 
Mr. Reilly will report to eastern dis- 
trict headquarters, 150 Varick St., New 
York City. 








Champions from Missouri: Every noon hour sees this volley ball team of the 
American Electric Co., St. Joseph, Mo., practicing away on the fourth floor. What's 
more, they hold the cup for the city championship. Reading from left to right are: 
R. A. Peck, vice-president; R. H. Falkenbach, treasurer; Merle Burgin; L. E. Reid, 
president; B. F. Skinner; Arlie Snyder, and Leonard Gasper. Three of the team 
were absent. . 


S. W. Griselle Joins Trilling and 
Montague 

Sherman W. Griselle, who has been 
in charge of the contractor-dealer di- 
vision and retail merchandising bureau 
of the Electrical Association of Phila- 
delphia for the past year, has recently 
accepted a position as merchandising 
counsellor for Trilling and Montague, 
Philadelphia distributors of reftigera- 
tors, radios and appliances. 

Prior to his connection with the Elec- 
trical Association, Mr. Griselle had 
been Philadelphia branch manager of 
the Eureka Vacuum Cleaner Co. 


v 


G. E. Supply Appoints Dresser 
Manager at Kalamazoo 

Announcement was made on March 
1, from the headquarters of the Gen- 
eral Electric Supply Corp., Bridgeport, 
Conn., of the appointment of R. E. 
Dresser as local operating manager of 
the branch house at Kalamazoo, Mich. 


v 


Westinghouse Supply Closes 
Fargo Branch 
Effective March 15, the Westing- 
house Electric Supply Co., closed its 
branch at Fargo, N. D. The territory 
formerly covered by the Fargo house 
will now be served direct from St. Paul, 


Minn. 
Vv 


Economy Electric Opens 
Chattanooga Branch 
The Economy Electric Supply Co., 
Atlanta, Ga., has purchased the fixture 
business of the American Lava Co. of 
Chattanooga, Tenn., and has opened a 
branch in that city, located at 1328 


Broad St. 
Vv 


Crescent Electric of Quincy in 
New Quarters 

The Crescent Electric Supply Co., 

Quincy, Ill., is moving from 525 Ken- 


tucky St., to new and larger quarters at 
217-19 N. Third St. 


tl 


t 
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Beecher-Cummings to Distribute 
Westinghouse Refrigerators 
From Minneapolis comes the report 

that the Beecher-Cummings Co., 820 

Second Ave., S., Minneapolis, Minn., 

has taken on the distribution of West- 

inghouse refrigerators for Hennepin 
and Ramsey counties and will rearrange 


its display rooms to facilitate handling | 


of the new line. 
E. G. Beecher is president, F. J. 


Cummings, vice-president and A. C. | 


Meyer, sales manager of this company 
which’ will continue as northwestern 


distributor of the Iron Fireman stoker | 


and other household appliances. 





Obituary 





H. N. Goodell 


Another long and notable career in 
the electrical field came to an end on 





H. N. Goodell 


March 19 when H. N. Goodell, western 
district manager of the Graybar Elec- 
tric Co., passed away at his home in 





Kansas City after an illness of several | 


months. He was in his 54th year. 

Except for a few years of service as 
a railroad clerk, Mr. Goodell spent his 
entire business career with the Western 
Electric Co. and with Graybar. He be- 
gan his work with the company in 1906 
and his progress was rapid. 

By 1909, he had been appointed chief 
clerk of the Chicago supply house. 
Three years later he was transferred to 
New York for an educational course 
and later was sent to the Omaha branch 
as manager. 

In the spring of 1917 Mr. Goodell 
was named as assistant central district 
manager with jurisdiction over the 
Omaha and Minneapolis branches. In 
1918 he was appointed western district 
manager with headquarters at St. Louis. 
In recent years, he has made his head- 
quarters at Kansas City. 


Sell Better Window Lighting! 


Change from 
Poor Lighting 


that is glaring, gloomy and 
so uninteresting that it 
actually loses sales, 





to 


Good Lighting 


inviting, 


SELLS!! 





interesting — it 
Twice the effec- 


tive light with X-Ray 
“Thrifty-Three”, — same 


current. (See table below.) 


These real pictures show the 
wonderful change X-Ray Re- 
flectors and “Thrifty-Three” 
will make in other show win- 


dows lighted with makeshift equipment. Put“‘Thrifty- 
Three” in a show window and it will sell itself! 
Use this table to help convince your prospects!! 
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Section diagram 
thru window. 





Cat. No. 53 


uses 3—100 watt 













“Thriity- 
Three” 


The complete low priced 
Lighting Appliance! 









lamps 


Fixture 36 inches long, has 3 No. 


310 “Favorite” X-Ray Reflectors, 
2 Universal Hangers and all other 
parts needed. 

std. pkg. weighs 16 lbs. 


One No. 53, in 


Compare Actual Light on Display 


Same Window, Same Goods, Same Current—-300 Watts 


(Measured through middle of window) 
































2—150 or 1—300 watt X-Ray Reflectors 
Fotute on 3—100 watt e = — 
i neclosing w 
si ca Bare Lampe Globe 3—100 watt Lamps 
A 10 8 45 
B 9 10 60 
Cc 10 12 65 
D 12 16 64 
E 17 28 63 
F 21 65 40 
Total 79 139 337 
Average 
of 6 points 13 23 56 














Intensities in Foot Candles, the standard measurement for light. 


Ask any Curtis Engineer, or write 1121 West Jackson Blvd., Chicago, 
for “Thrifty-Sales” Helps. 


¢ Curtis Lighting - 


New York 


Chicago 


Toronto 


Antwerp 
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Manufacturers’ 


Activities 


Soiled news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literature 








F. W. Magin Elected President 
* of the Square D Company 


At its annual meeting on March 15, 
the board of directors of the Square D 
Co., Detroit, elected F. W.' Magin to 
the office of president. 

T. J. Kauffman was electéd chair- 
man of the board and H. S. Morgan 
secretary-treasurer. 

J. H. Pengilly of Los Angeles, L. 
W. Mercer, Vernon Brown and Carl- 
ton M. Higbie were elected vice-presi- 
dents. 

Mr. Magin was formerly executive 
vice-president and active head of the 
company’s industrial controller division 
at Milwaukee. 

7 


Majestic Announces Changes 
in Executive Personnel 


Important changes in executive per- 
sonnel were announced on March 15 
by B. J. Grigsby, president of the 
Grigsby-Grunow Co. 

Most important of these is the ap- 
pointment of LeRoi J. Williams as 
executive vice-president and general 
manager, succeeding D. M. Compton, 
whose resignation was announced pre- 
viously. 


Also announced was the appointment 
of M. E. Paradise as general works 
manager succeeding R. C. Rolfing, and 
the enlargement of the duties of Dr. 
C. M. Blackburn to include all radio 
engineering as well as tube engineering 
of which he was previously in charge. 


Asked the underlying reason for the 
change in executive control Mr. Grigsby 
stated that it should result in a further 
coordination of activities, greater har- 
mony within the organization, and 
closer relationships with distributors 
and dealers. 

v 


Westinghouse Combines Com- 
mercial Divisions 


The appointment of H. M. Wible as 
manager of the Commercial Cooking 
and Refrigeration Division has been 
recently announced by R. E. Imhoff, 
sales manager of the Westinghouse 
Electric and Manufacturing Co. 


Previously the Commercial Cooking 
and Commercial Refrigeration Divi- 
sions were two separate departments, 
but with their affiliation with the Mer- 
chandising Department they have been 
combined under Mr. Wible’s leader- 
ship. 





Distributors Fly to G.E. Convention: 





George T. Bauder (left), San Diego, and 


George Belsey, Los Angeles, General Electric distributors, flew from the west 
coast to the recent G.E. refrigeration convention in Cleveland. Next are Major 
Jack Berry, builder of Cleveland’s airport; distributors’ pilot (center), Col. Ros- 
coe Turner; P. B. Zimmerman, manager of the refrigeration department, and 
L. W. Greve, president Cleveland Chamber of Commerce. 


National Carbon Withdraws 
From Radio Tube Field 


A recent statement by H. S. Schott, 
vice-president of the National Carbon 
Co., announces that its sales agreement 
with the Raytheon Production Corp., 
Newton, Mass., was terminated March 
31. After that date the latter company 
will handle the sale and distribution as 
well as the production of the Raytheon 
line of radio tubes. 

The sales personnel of the Radio Tube 
Division of the National Carbon Co., 
headed by J. M. Spangler, will con- 
tinue to handle the sale of Raytheon 
tubes for the Raytheon Production 
Corp. 

Vv 


Trainload of Washers Shipped to 
Chicago Distributor 

The Automatic Washer Co., Newton, 
Ia., recently shipped a 26-car trainload 
of washing machines to its Chicago dis- 
tributor, the Hibbard, Spencer and 
Bartlett Co. 

Frank B. Lower, advertising mana- 
ger of the Automatic Co., pointed out 
that this large shipment “plainly indi- 
cates this distributor’s faith and op- 
timism in the future.” 


v 


E. T. Cunningham Elected 
President of RCA Victor 

As a step toward the consolidation 
of the RCA Victor Co., Inc., and the 
RCA Radiotron Co., Inc., Elmer T. 
Cunningham, president of the RCA 
Radiotron Co., has also been made 
president of the RCA Victor Co., suc- 
ceeding J. R. McDonough in that posi- 
tion. 

Mr. McDonough, who also was for- 
merly assistant to the president, has 
been appointed executive vice-president 
of the Radio Corp. of America. 

v 


Pearson to Handle Paine Line 


George W. Day, sales manager, the 
Paine Co., Chicago, manufacturers of 
electrical and hardware specialties, an- 
nounced the appointment of Claude A. 
Pearson as San Francisco representa- 
tive with offices at 163 Second St. 
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One in a series Q#eeMaaie 
ments for 1933. THIE@elaater 
ment appears in \WEymesmaaca 
Homes & Gardens. 


Weare delighted toan- 
nounce the Hamilton 
Beach prize winners in 
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Thomas B. Watkins, 


Prize: E. M. Russell, 
Schuster Electric Co., 
Cincinnati, O. Third 
Prize: George Albiez, 
Englewood Elec. Sup- 
ply Co., Chicago, Ill. 























pe 
apP: 
; veryw 
o 0 Sold by : Co. Racine, ar 
o 8 of t 0 years. s bow. 
as Bend washes UP Yasteas if Beach Maniac ouletof Testes — 
UW PRINCIPLE IN home. bens de minutes rein and miners Send for 48 PAC re delicio ae Potato Pealer. "Sieab 
HAMILTON BEACH toe oes | e uable P ing how t0 $20.85 Grinder $%- 


FOOD MIXER ATTACHMENTS 





—REACHING CREAM HOME MARKETS OF AMERICA 


The new, easier-to-use principle of Hamilton Beach attachments is being presented to your 
customers in powerful, national magazine advertising during 1933. 


The above advertisement will carry the Hamilton Beach story of quality and value to 
1,450,000 homes in the May issue of Better Homes & Gardens. The persuasive appeal of 
this advertising will pep up buying everywhere. 


wre Se 








Get back of the mixer that offers you a profit-protecting policy, outstanding advertising 
support, Hamilton Beach quality a exclusive selling points. With the new attachments it 
makes a crowd-stopping window display. Sold only through wholesalers. Hamilton Beach 
Manufacturing Company, Racine, Wisconsin. 





* EASIER TO USE * 
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Your public 
accepts Wagner fans 





Public acceptance 
of Wagner prod- 
ucts has built this 
huge Wagner 
plant. Add it to 
your own organiz- 
ation by handling 
Wagner fans. 


Atlanta, Ga. 
Baltimore, Md. 


Chicago, tl. 
Cincinnati, Ohio 
Cleveland, Ohio 
Dallas, Texas 
Denver, Colo. 
Detroit, Mich. 
Houston, Texas 
Indianapolis, Ind. 
Kansas City, Mo. 
Los Angeles, Calif. 
Memphis, Tenn. 
Milwaukee, Wis. 
Minneapolis, Minn. 


New York City, N. Y. 


Omaha, Nebr. 
Philadelphia, Pa. 
Pittsburgh, Pa. 
Portland, Ore. 

Salt Lake City, Utah 
Seattle, Wash. 

San Francisco, Calif. 
St. Louis, Mo. 
Toledo, Ohio 


Why? 


Because your pub- 
lic knows Wagner 


Many of your customers and prospects have 
Wagner motors on their oil burners; others have 
Wagner motors in their refrigerators, and still others 
have Wagner-manufactured Lockheed hydraulic brakes 
on their cars. The transformers along the lines of their 
electric light and power company are likely to be Wag- 
ner transformers. 


They look to Wagner to help them bring electricity 
into their homes—they look to Wagner to help them 
refrigerate their food and heat their homes. It is but 
logical that they should also look to Wagner when 
there’s a fan to be purchased. And they do! 


That acceptance means a lot to you. It assures you 
that Wagner fans will not involve an undue amount 
of sales effort on your part—and it assures you a profit 
on each sale that remains a profit (not a profit later 
eaten up by service calls and returned stocks). 


Why not tie up with Wagner? Let our nearest branch 
office discuss this with you. Your public will buy 
Wagner fans. Why not through you? 


WasgnerElectric Corporation 


6399 Plymouth Avenue, Saint Louis,U.S.A. 


MOTORS 


TRANSFORMERS 


FANS BRAKES 
¥F188-2 





Laundryette Corp. Bought by 
Apex 

The Apex Electrical Manufacturing 
Co. of Cleveland has acquired the 
business of the Laundryette Corp. of 
Cleveland. According to C. G. Frantz, 
president of the Apex Co., “The newly 
acquired business will be handled as a 
separate and distinct activity to the 
home appliance business in which Apex 
has engaged for the past two decades.” 


The sales department of ‘the new 
division will be headed by E. H: Bry- 
ant, who for several years has been 
sales manager for the Laundryette 
Corp. 


Vv 


Landers, Frary & Clark Bring Out 
$16.95 Cleaner 


A new light weight, all purpose, 
vacuum cleaner has been added to its 
Universal line by Landers, Frary & 
Clark, New Britain, Conn. It carries a 
retail price of $16.95. 

This manufacturer has announced a 
special sales drive on cleaners during 
the month of April. A hand vacuum 
cleaner will be given free with each 
retail sale of its $39.50 motor driven 
brush model. 


v 


Graybar Displays New "'Ilg-Kold" 
Refrigerators 


A new line of domestic electric re- 
frigerators, comprising eight models, 
has been announced by J. M. Frank, 
president of the Ilg Electric Ventilat- 
ing Co., Chicago. These will be dis- 
tributed through the Graybar Electric 
Co., under the name “Graybar Ilg- 
Kold”. The new boxes were placed on 
display by the Graybar Co. on April 1. 


v 


F. P. Vose Describes California 
Earthquake 


Frederic P. Vose, counsel for the 
National Electrical Credit Association, 
was spending a few weeks’ vacation 
in Hollywood at the time of the re- 
cent earthquake. 

In a letter written to his brother in 
Chicago, Mr. Vose graphically de- 
scribed his experience as follows: “I 
heard what I thought was an enormous 
truck pass the house, jarring every- 
thing as it passed. Followed fast ex- 
plosions and a continuous and increas- 
ing roar. The whole house rocked as 
though it would overturn, or collapse 
completely. The floor seemed to rise 
and then fall away. The table and 
chairs shook like mad. The walls 
swayed. One felt utterly helpless.” 
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THAW OUT SALES! 


WITH THE BRYANT 











PREVENT 
THIS——> | 








i 


ENJOY THIS—~> 


DUAL SERVICE 


AUTOMATICALLY 
DEFROSTS ELECTRIC 
REFRIGERATORS 


KEEPS PERFECT 
ELECTRICAL TIME 


Retail price $4.95 complete 
with cord and special plug. 





DEFROST-O-CLOCK 


A New Product for an 
Undeveloped Market 


4,000,000 Owners of Electric 
Refrigerators Need One for 
Efficient Refrigeration 


Every manufacturer of electric refrigerators 
recommends regular and frequent defrosting. Yet 
most reffigerators are badly neglected in this 
respect. 


The Bryant Defrost-O-Clock will automatically 
correct this condition. It is a combination of a 
high grade electric wall clock, using the latest 
type of subsynchronous slow speed motor, and a 
defrosting mechanism. 


Every night the power to the refrigerator is 
automatically haned off, and, after a carefully 
determined period, switched on again. The dan- 
ger that, through forgetfulness, the temperature 
of the box will rise to a point dangerous to food 
maintenance is banished. 


The chilling unit is kept free of insulating frost. 
The efficiency of refrigeration is increased, wear 
on the refrigerator mechanism decreased, and 
need for service calls largely eliminated. 


Installation is easy. Simply plug the refriger- 
ator into the special plug on the clock cord, and 
insert the latter into the outlet formerly used for 
the refrigerator. Nothing is touched on the re- 
frigerator. 





THE BRYANT ELECTRIC CO. 
BRIDGEPORT, CONN. 


BOSTON NEW YORK 
140 Federal St. 60 East 42 St. 
CHICAGO SAN FRANCISCO 
844 West Adams St. 149 New Montgomery St. 





Address our nearest office. 


Gentlemen: | am interested in selling 
your new Defrost-O-Clock. Please send 


me full details. PW433 
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New Sales 
Opportunities 


A pictorial presentation of 


new and improved products, as re- 


ported by manufacturers of electrical 


supplies, equipment, appliances and 
specialties 











Ice Cube Crusher 


To secure finely broken ice crystals, 
simply drop the ice cube into the jaws, 
turn the “Ice Master” down so the ice 
may fall into the receptacle, apply quick 
pressure on the handles and you have ice 
crystals of uniform size. The “Ice 
Master” is always sanitary since it will 
not tarnish, rust or corrode. It is made 
of a special aluminum alloy, cast in two 
parts and hinged together with a brass 
rod, and is unbreakable. Viking Prod- 
ucts Co., 26 N. Cherry St., Akron, O.— 
Electrical Wholesaling, April, 1933. 


Low Priced Electric Range 


Model 5900 is of the console type with 
independent oven and broiler; one utility 
drawer, three top units and mercury type 
thermostat. The top units consist of 





three three-wire, 115-230 volt, three- 
heat Chromel “A” elements, one of 
2000 watts, and two of 1200 watts. The 


oven and broiler unit consists of a 2800 
watt, three-heat, Chromel “A” element 
between oven and broiler. Other features 
are convenience outlet on the side, timer- 
clock outlet on back, and full Rock Wool 
insulation. The finish is Rotar fused 


porcelain on Armco iron. Detroit Vapor 
Stove Co., Detroit, Mich. — Electrical 
Wholesaling, April, 1933. 


New Fuse Clamps 


“Vystipe” fuse clamps have been 
added to the Trumbull line of 30 amp., 
230 volt fusible “R.B.” switches, which 
now makes the entire line of “R.B.” 
switches available with “Vystipe” clamps 
30-800 amps., inclusive. Thorough tests 











have shown that this pressure type of 
clamp, by compelling proper fuse align- 
ment and contact, permanently reduces 
heating 80 per cent over properly con- 
tacted ordinary ferrule fuse clamps 30-60 
amp. and an average of 28 per cent over 
properly contacted knife blade fuse termi- 


nals 100-800 amps., thereby preventing 
premature blowing of fuses. Trumbull 
Electric Mfg. Co., Plainville, Conn.— 


Electrical Wholesaling, April, 1933. 


Positive Pressure Fuse Clips 


Having been a feature of Square D safety 
switches, lighting panels and Saflex dis- 
tribution panels for a year, these positive 
pressure fuse clips are now being marketed 





in carton quantities. The clip is made of 
pure copper which results in high electri- 
cal conductivity. The reinforcing rustless 
steel spring insures long contact life and 
positive automatic gripping of the fuse 
without auxiliary parts. In the 30 and 60 
ampere size clips the spring is imbedded 
in the copper clip. On the larger sizes 
the reinforcing member is held securely by 
the mounting bolt of the jaw, insuring 
permanency. Square D Co., Detroit, Mich. 
—Electrical Wholesaling, April, 1933. 





Aquarium Heater 


Complete with a built-in thermostat, 
this Chromalox aquarium heater will 
automatically hold the temperature of any 
size aquarium at 76° F., providing the 
heat loss of the aquarium is not more 
than 75 watts per hour. This heater, with 
thermostat set at 80° F., is also available 
for breeding tanks. It operates on 115 
volts, a.c. only, is equipped with “off-and- 
on” snap switch, 6’ approved rubber-cov- 
ered cord and plug. Overall length 10”. 
Embedded Chromalox cartridge element 
is 14” in diameter, 314” long. List price, 
$6.50. Edwin L. Wiegand Co., 7595 
Thomas Blvd., Pittsburgh, Pa—Electrical 
Wholesaling, April, 1933. 


"Varidrive'’ Motor 


Offers any and all speeds over a 
wide range at the will of the operator, 
while the speed of the motor remains 
constant. This motor consists of a 
squirrel cage motor and a variable speed 
differential which comprises dual discs 
coupled with the “Varibelt.” The differ- 





ential discs reciprocally expand and con- 
tract for higher or lower speeds, trans- 
mitting power through the “Varibelt” to 
the take-off shaft. The speed of the 
take-off shaft is any RPM the operator 
desires. These motors are arranged for 
local or remote control, Automatic re- 
mote control also furnished. U. S. Elec- 
trical Manufacturing Co., Los Angeles, 
Calif.—Electrical Wholesaling, April, 1933. 
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Complete, up to the minute technical data book and _ numerous illustrations of equipment and installations. 
reference guide for the solution of practically every 
ventilation problem—arranged in convenient form— 
simple and easy to understand and follow. 


Help your dealers and yourself to better business and 
greater profits in selling electric ventilation this year. 


: : seta Mail the coupon for your copy and send us the list of 
Contains helpful sales information, installation methods dealers you wish to receive copies. We will mail them 
and data, charts for figuring duct work, air change = with your compliments. 


information. Shows how to select proper equip- 
h ra ayer yer Ith | AMERICAN BLOWER CORPORATION, DETROIT, MICHIGAN 
ment, how to higure air changes and gives a weait CANADIAN SIROCCO CO., LIMITED, WINDSOR, ONTARIO 


of facts and figures in chart and diagram form, with BRANCH OFFICES IN ALL PRINCIPAL CITIES 


AMERICAN BLOWER CORPORATION, 6000 Russell St., Detroit, Mich. 


Am eri can Rlowe r Side sessed vou Vectiien Giddates 


Name. 


Sirccee VENTILATING, HEATING AIR CONDITIONING. DRYING. MECHANICAL DRAFT 


My Keanuractuscas ae A cs or an Qe wa - MENT Siwce 100 Firm Name Street and Number 
© REE 








ELECTRICAL WHOLESALING 





Food Mixer Attachments 


Grinding raw meat without crushing it, 
the meat grinder and chopper illustrated 
is operated from a power unit. It has 
an inside cutter, a coarse plate, and also 
two cutters for chopping vegetables. The 
slicer and shredder attachment is also 
used with the power unit. Slicer cone 
with six knives revolves in housing and 
quickly slices practically all vegetables 
and fruits. No power unit is needed for 
the coffee grinder, illustrated, which sets 
on the motor where the extractor lifts 





COFFEE 
GRincerR 





meat Geinorr fo 
eo6 CHOPPER 


Bi 6 Dh 


off. It is adjustable to grind three grades 
of coffee. List price for each of these 
three attachments is $2.25. The potato 
peeler removes peels by the abrasion 
method and may be used on sink drain- 
board or kitchen chair. It peels eight to 
ten potatoes at one time and does not 
need a power unit. List price $7.00. The 
power unit stands on its own base. It 
is not connected to the mixer, instead 
the mixer motor is placed on the power 
unit and the various attachments are then 
connected to it. List price, $3.25. Ham- 
ilton Beach Mfg. Co., Racine, Wis.— 
Electrical Wholesaling, April, 1933. 


Fused Plug for Appliance Cords 


“Elmenco” fused plugs are equipped 
with two standard glass fuses of the 
automobile or radio type. When electrical 
faults occur in appliances protected by 





these plugs, a fuse in the plug will blow 
instead of the inconveniently located 
branch circuit fuse or the main service 
fuse. The trouble is thus localized to the 
appliance or appliances connected to a 
single convenience outlet. Blown fuses 
are easily replaced. List price 25c, in- 
cluding two fuses; refill fuses four for 
10c. Lee Skipworth and Co., 369 Lexing- 
ton Ave., New York City.—Electrical 
Wholesaling, April, 1933. 


"Ever-Lok" Receptacles, Plugs 
and Cord Connectors 


Outstanding features of this line are: 
automatic locking relieves strain from 
electrical contacts; positive grounding by 
double phosphor bronze springs; dust- 











ens 


proof, a sponge rubber washer serves as 
a bushing and also as a shield, to exclude 
metal particles and dust. The receptacles 
are sealed to conduit boxes by gaskets 
and have hinged flap doors which are 
gasket lined. All fittings have cadmium- 
galvanized steel housings, Plugs and con- 
nectors have adjustable cord grips to pre- 
vent strains on connections. Electrical 
contacts are machined, self-wiping and 
self-aligning. The shell caps are fibre- 
lined to prevent stray wire ends from 
touching the shell. All interiors are of 
moulded bakelite having high insulation 
qualities. The receptacles are adaptable 
to standard conduit boxes making them 
economical replacement units. For new 
installations, receptacles are furnished 
with conduit boxes tapped to specifica- 
tion. Russell and Stoll Co., New York 
City.—Electrical Wholesaling, April, 1935. 


Oil Immersed 
Explosion-Proof Starter 


Note: The illustration which appeared 
in the March issue showed this manufac- 
turers air-break model. 

A new, explosion proof, across-the-line, 
automatic starter for squirrel cage induc- 
tion motors is distinguished by the im- 
mersion in oil of its new thermal over- 
load mechanism. It is adaptable to instal- 
lations where Duco, lacquers, gasoline or 
alcohol are present in the atmosphere. 
Contacts open under a 6” head of oil. 





Oil level is shown by a float type indi- 
cator. Special provision is made for 
bringing all incoming wires to the termi- 
nals below the oil level. Supporting 
structure is arranged for wall mounting 
and the tank is easily removed. Being 
corrosion resisting, the starter is suitable 
for chemical plants and cement mills. 
General applications include: dry. cleaning 
establishments, oil refineries, lacquer 
spray rooms, gas plants, flour mills, grain 
elevators, starch mills, sugar mills, and 
coke plants. Cutler-Hammer, Inc., Mil- 
waukee, Wis.—Electrical Wholesaling, 
April, 1933. 


Temperature and Humidity 
Indicator 


The “Airguide,” a portable direct-read- 
ing combination thermometer and relative 





humidity indicator for comfort air con- 
ditioning work, is enclosed in a black 
bakelite case of modern design with 
chromium bezel and ornamental feet. 
Temperature and humidity are indicated 
on an attractive dial beneath a convex 
crystal. The case is 454” wide, 434” high 
and 1%” deep. The humidity sensitive 
element is a spiral of hygroscopic and 
non-hygroscopic materials, linked to the 
pointer so as to record the differential of 
expansion between the two as affected by 
the relative humidity. The _ relative 
humidity range of the instrument is from 
zero to 100 per cent, and the thermometer 
indicates temperatures between 30 and 110 
degrees. The manufacturer states that 
these readings are accurate within three 
and two per cent respectively. Fee and 
Stemwedel, Inc., 221 W. Chicago Ave., 
Chicago.—Electrical Wholesaling, April, 
1933. 


Revolving Mechanism for 
Moving Window Displays 
The device illustrated will motivate a 


maximum balanced load of approximately 
300 Ibs., current input approximately 20 








watts. It can be operated with both a.c. 
and d.c. motors. Overall dimensions are: 
diameter 10%”, height 411/16”. Merkle- 
Korff Gear Co., 213 N. Morgan St., Chi- 
cago.—Electrical Wholesaling, April, 1933. 
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SCREWLESS Heater Plug 


unbreakable rubber plug cap: 10.000-cycle test cord 


Besides affording a WIDER PROFIT- MARGIN to you, these Guaranteed Cord Sets have been 
perfected in every feature to promote sales. Made with (1) SCREWLESS Heater Plug— 
positively holds together. (2) Unbreakable rubber Plug Cap. (3) 10,000-cycle test cord of 
self-adjusting, non-kinking ELASTICORD. Each standard package of 12 sets forms the COUNTER 
DISPLAY illustrated at right. Note lower list prices on this exceptionally marketable item: 








Eastern Pacific Coast 
No. 104 Set with Switchless Plug — List Price $ .75 $ .85 
No. 105 Set with Switch Plug— " "™ 90 1.00 


Standard Package in Display Carton may be assorted 6 each. 


ELEGTRIGC DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Wiremold makes wiring 
jobs easier to sell— and 
handle at a profit 


Easier to sell—because the con- 
tractor, who knows his Wiremold 
can offer to do a neat, inexpensive 
job without digging into walls or 
ceilings. This PLEASES the cus- 
tomer — and the contractor makes 
his profit. 

For instance, now is the time to 
go after school and college business. 
Extensive improvements in wiring 
are being planned and authorized. 
And the contractor who shows the 
way to do these jobs with Wiremold 
has a better chance to get this busi- 
ness. 





CROSS SECTIONS—ACTUAL SIZE. 
No. 500 also takes 3 wires for short runs. 


It will pay you to encourage your 
contractor friends along this line. 


WireEMOLD 


HARTFORD, CONN. 








Ai new, reduced prices 


NEON GLOW LAMPS 





reach wider range 
of uses, sales 
and profits 


Increased demand brought increased pro- | 


duction. That brought lowered manufac- 
turing costs. And now, for you, a new, 
drastically reduced price on Neon Glow 
Lamps! The Neon Glow Lamp keeps 
reaching out into a wider field of uses. 
Consumes in continuous use less than a 
few cents’ worth of current a month. 
Ideal for night and emergency home 
lights. For pilots and signals. For inter- 
mittent lighting free from lag. For thea- 
tre and other exits. For stroboscopes, 
oscillators, etc. Write for complete in- 
formation on uses, types, prices. General 
Electric Vapor Lamp Co., 891 Adams 
Street, Hoboken, N. J. 


GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


554 Copr. 1983, General Electric Vapor Lamp Co 








Frigidaire's New Line Features 
Rotary Compressor 


A completely redesigned line of 
household refrigerators at substantially 
lower prices was introduced by Frig- 
idaire Corp. last month at a series of 
dealer meetings held in principal cities. 

A radically new principle of refriger- 
ation has been developed in the Frig- 
idaire laboratories, according to H. W. 
Newell, vice-president in charge of 
sales, which lowers the operating cost 
of household refrigeration to that of one 
ordinary electric light bulb. This new 
principle has been embodied in a ro- 
tary type compressor with completely 
sealed in mechanism. It will be used 
only in the company’s two lower priced 
models, selling at $96 and $138, re- 
spectively, plus freight charges, with 
federal taxes and installation charges 
included. 

The line of air conditioning equip- 
ment has been extended and now in- 
cludes compressors up to 10 H.P. 


v 


Kelvinator and Leonard 
Announce New Low Prices 


On March 21, both the Kelvinator 
Corp. and the Leonard Refrigerator 
Co. announced substantial price reduc- 
tions on their entire 1933 lines of elec- 
tric refrigerators. These reductions 
place the lowest cost model in each line 
at $97, installed, plus freight. 

George W. Mason, president of the 
Kelvinator Corp., explained that the 
new prices were made possible not only 
because of the low prevailing costs in 
the raw materials market but also by 
virtue of the widely spread buying tend- 
ency that began with the passing of 
the banking crisis. He also stated that 
the new prices were guaranteed for the 
next 40 days against the possible effect 
of an expected upturn in commodity 
prices. 

He further said: “At the end of the 
40 day period we are hopeful of finding 
that the buying movement, now so evi- 
dent, will have extended into the mate- 
rials field to such an extent that its 
prices will have advanced appreciably. 
Teward such a condition we are look- 
ing forward with anticipation, for a 
period of increasing prices will mean 
better times for the entire country.” 

R. I. Petrie, general sales manager 
of the Leonard Refrigerator Co., stated 
that: “Raw materials on hand were 
purchased at the low cost which pre- 


_vailed before the passing of the bank- 
| ing crisis. 


This fact, coupled with the 


' sales volume which already has started 


to mount, makes possible manufacturing 
economies which we are able to pass 


| along to customers in the form of the 


present unprecedentedly low prices.” 
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IF THERE’S 
ANY QUESTION 
ABOUT TAPES 


Thomas G. Nolloth of the 
F. D. Lawrence Electric Co., 
Cincinnati, Ohio, found 
that Panther and Dragon 
Tapes answered these ques- 
tions so well that he won 
the sales contest prize for 


February. 







FRICTION. TAG RUBBER TAPE 


N° 6 ThE ONT: COMPANY A 














If there’s any question about the best tapes to handle just check 


off these points before you come to a decision: 
1 In their basic quality of adhesiveness 4 Is there anything to distinguish the tapes 


and tensile strength are they equal or 


when a roll is partly used? 


superior to all other commercial tapes on the 


market? 


2 Is the reputation of the manufacturer so 
well established there can be no ques- 


5 Are they packed in the most attractive 
—_ you know to help you sell them? 


tion about continuous delivery? 
3 Are the tapes wrapped and sealed in any 6 Are they sold exclusively through whole- 


way to keep them fresh and snap up 


their appearance? 


salers and can jobbers’ salesmen win 
prizes through special sales effort? 


THE ANSWER IS “YES” for J 
PANTHER Friction and DRAGON Rubber TAPESS 


HAZARD INSULATED WIRE WORKS 








Division of 


THE OKONITE COMPANY 


Factories: 


Wilkes-Barre, Pa. Passaic, N. J. 
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Buyers want values this year. Here 
they are in Signal electric fans. 
Outstanding is this line that in- 
cludes a range of sizes and 
prices from the small non-oscil- 
lator to the large oscillator. 
This Signal 10 inch oscillator 
. . induction motor fan . . is 
only one of a complete line. 
In it are the best materials 
and workmanship that 
can be put into electric 
fans. Quality is appar- 
ent at a glance . . but 
at a price your cus- 
tomers who want the 
better and more last- 
ing things will ap- 
preciate. 


The Signal line for 
1933 is easy to sell 
and will stay sold. 


Jobbers, if you do 
not have Signal fans 
in stock now, write 
or wire for catalog 
and prices. 


Signal Electric Mfg. Co. 


Menominee, Mich. 








Manufacturers Reply to NEWA 
Lamp Committee 
(Continued from page 28) 

a very strict policy regulating their 

appointment. 

8. Size of Probationary Contracts 
Under the present business conditions 
there has appeared no other way out of 
a difficult situation than to lower the 
basis for qualifying probationary agents 
to $75 in large towns and $25 in small 
towns. 

We are open to suggestions as to 
methods of handling this type of dis- 
tribution. No one can seriously suggest 
the failure to recognize this business. 
We are working on plans to simplify 
the handling of these small accounts so 
as to reduce the distributor’s cost of 
handling. 


Matters Requiring More Strict Obser- 


vation of the Contract Rules 


It is the intention of the manufac- 
turer that a strict observance of the 
contract shall be required both of the 
“A” and “B” agency. 

1. Destructive “B” Agents 

It is not our policy to countenance 
destructive action on the part of any 
of our agents. Any subterfuge which 
has as its object the voiding of our con- 
tract will be acted upon. 

It is a strict policy of the manufac- 
turer not to have duplicate Mazda con- 
tracts in the hands of any agent. So 
far as we know there are no such 
violations of this policy. It may be a 
fact that there are duplicate stocks of 
Mazda lamps, but if so this is entirely 
contrary to our policy and comes 
through a leak in our system, which we 
will correct. 

2. Christmas Tree Lamps 

It is impractical to distribute Christ- 
mas tree lamps through an agency con- 
signed stock system for reasons that 
are completely compelling. A large pro- 
portion of the domestic consumption of 
Christmas tree lamps is distributed with 
the strings. Furthermore the seasonal 
demand for Christmas tree lamps is 
very short and difficult to estimate. 

3. Agency Appointment with Certain 

Chain Stores 

We recognize that this type of con- 
cern is interested primarily in retail sales 
and for that reason we brought out our 
Form AR contract, which limits the 
sales of this type of concern to retail 
business. There are two exceptions to 
this rule, the Sears Roebuck Co. and the 
Montgomery Ward Co., both of whom 
have an “A” agency on a restricted 
basis. This restriction does not permit 
them to solicit ““E” contracts from pur- 
chasers of Mazda lamps. This restric- 
tion has been lived up to. For many 
years these two concerns have done a 





large industrial lamp business. 











1. ELECTRICAL CONTRACTORS 
2. RESALE MARKET 
3. FABRICATING MARKET 





Wire Connectors 





COUNTER DISPLAY CARTON 


Electrical, hardware, department and radio 
stores can now sell IDEAL Connectors 
quickly and easily over the counter. Big 
profits to dealer and jobber. 


INVESTIGATE! 
IDEAL COMMUTATOR DRESSER COMPANY 





























1047 Park Avenue - - - Sycamore, Ill. 
Write 
for 
; FREE 
YA GERS Sample 


SOLDERING 
'@ PASTE a} 








YAGER’S 
Soldering Paste 


By the can 


2 ounces 
1% pound 
1 pound 


Or by the Reshipper Carton 
of 6—1 pound cans 
or 12—% pound cans 


Alex R. Benson Co., Inc. 
Hudson, N. Y. 
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A BOOST TO ONE MAN’‘S SALES 














34-"CIRCLE T” TYPE “A” SWITCHES 
AT THE MARSHALL CANNING CO., ROLAND, IOWA 


Points That Will Help You Sell 


The Marshall Canning Company Plant is operated 
only a short season each year and while it is in 
operation, continuity of service is of extreme im- 
portance, therefore, adequate steps were taken to 
prevent interruptions under bad moisture condi- 
tions. 


Each motor in the plant is controlled by one of 
the 33 Trumbull Type “A” Safety Switches on the 
rack and is wired from the switch to the control 
with individual conduit. Spaces were left on the 
rack for additional switches. 


The 440 Volt, 3 Phase, underground service comes 
up through a 400 Amp. main switch in the lower 
right hand corner and through the metering cur- 
rent transformers in the cabinet directly above to 
the busses which are mounted in the steel trough 
shown on the top of the rack. 


The water-tight buss trough is made of electric 
welded steel with the front sealed by gasketed 
covers. 


Connection from the trough to each of the 
switches is made in conduit behind the switch. 


The conduits are arranged to drain into the bottom 
of the switches in which a small hole was drilled to 
allow all moisture to escape. 


The utility metering equipment is mounted on the 
end of the rack at the right. 


The electric welded steel frame switch rack is 
lagged to the brick wall so that in the future the 
customer can remove the temporary wood floor and 
pour a concrete floor without disturbing the rack. 


To the right of the rack and mounted directly on 
the brick wall is the light switch and distribution 
cabinet. To the left of the rack is mounted a 
framed blueprint showing the location and number 
of each motor in the plant which corresponds to 
the number on the switch. 


The ampere rating and fuse capacities in these 
motor circuit switches were chosen for short circuit 
protection only and each motor is provided with 
proper overload protection at the control. 


The safety features of this type of panel using 
Trumbull Type “A” Switches appealed to the cus- 
tomer for the following reasons: 


1. Switches can be locked in either the “on” or 
“off” position. 

2. Switches must be in the “off” position before 
cover can be opened. 


3. Switches will break stalled rotor current of 
motors controlled without damage. 


4. Fuses are replaced with the motor discon- 
nected. 








@ GENERAL ELECTRIC @ ORGANIZATION 


THE TRUMBULL ELECTRIC MFG. CO. 
Plainville. 


Conn. 
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ANNOUNCING THE NEW Recent Publications of the 


Department of Commerce 


THE WHOLESALE HARDWARE TRADE 

$923 50 $ 50 —By Theodore N. Beckman. 55 pp. 

noche mt Co 26 tables, 3 charts. Price five cents. 

One of a series of trade reports based 

Li on the recent Census of Distribution. 
ist List 


Presents data on channels of hardware 
distribution, analysis of sales by hard- 
SYNCHRONOUS ELECTRIC TIME SWITCH | ware wholesalers, wholesale hardware 
trade centers, wholesaler operating ex- 
penses and size of territory. 


Combining these Outstanding MERCANTILE CREDIT SuRVEY, PARTS 


Features in One Model: I, II anp III—Each part five cents per 
) copy. Results of a survey by the Bu- 
. High capacity—Total load 100 Amps. reau of Foreign and Domestic Com- 


. Accurate time—Synchronous motor driven. | merce of credit extended by manufac- 


: turers and wholesalers during 1928, 
. Weather proof cast iron padlockable case. | 4999 ang 1930. Electrical supply and 


. All parts absolutely rust proof. radio establishments are covered in 
Part II. 

DISTRIBUTION OF SALES OF MANU- 
FACTURING PLANtTs—92 pp. 4 tables, 60 


4 ” :; harts. Price 1 ts. Nati - 
Every detail of the new “BADGER” has been worked out with the express rei oe a Jb re yo Bey pe: ha 


intention of offering the greatest value in the time switch field—truly a qual- | facturers, on the channels of sales em- 


ity time switch at a remarkably low price. ployed by manufacturing plants for 300 
industries, together with charts for 59 


of the more important individual in- 
Made and Guaranteed by dustries, including electrical machines 


RELI ANCE AUTOM ATIC LIGHTING CoO. and apparatus, and mechanical refrig- 


erators. 
1907 Mead Street “te Racine, Wis., U. S. A. 


. Built to give years of dependable service. 





AM St WY WY 


. Priced for the present day market. 


WHOLESALE DISTRIBUTION — SUM- 
MARY FOR THE UNITED STATES—137 
pp. 18 tables, 4 charts, 5 maps. Price 
20 cents. Statistics based on the Cen- 
Mts Cc, sus of Distribution covering all indus- 

. “|| tries broken down by states and coun- 

: ties, kinds of business, types of dis- 

tributors, and by commodities. This 

O F F bE R S publication is a summary of informa- 

tion previously released in a series of 
bulletins covering individual states. 
















A Complete Line of RETAIL DIstRIBUTION — SUMMARY 


WIRING DEVICES FOR THE Unitep States—179 pp. 25 


Be Your 
BUY-WORD | tables, 2 charts. Price 20 cents. Sta- 
tistics based on the Census of Distribu- 
when ordering | For the Jobber tion broken down by lines of business, 
size of business, types of operation, de- 


INSULATED | Circle F Mfg. Co.,Trenton,N. J. gree of credit, population of cities and 


sales by commodities. 


STAPLES z 


WIN fs | tonal Latest Trade Literature 
Victory in '33 


























WESTINGHOUSE ELEctric AND Mrc Co., 


Made exclusively by Mansfield, O.—“Cooking and Baking by 


S.H. COUCH CO., INC. reo pA a yc os manual of com- 
Esteb! ® mercial electric cookery, presents proven 

ished 1096 Entries for facts demonstrating the economic value 

NORTH QUINCY, MASS. of electric equipment as compared with 
the operation “ue rand a Ses 

This manual is claimed to the most 

wrurannieisiind March complete ever published on this subject. 


Private Telephones, Annunciators, 


WESTINGHOUSE ELEctric AND Mere. Co., 
Apartment Mail Boxes, etc. 


mow whe ye ee eight-page 
P illustrated publication describing the com- 
Are Due April 15th plete line of Westinghouse gearmotors 
has been announced. The illustrations in- 


clude several applications, together with 
detailed views of each model. 
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Cuts installation [- Ks 

costs and should =" 
broaden your sale | i. 
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BARE AND INSULATED CONDUCTORS 
FOR TRANSMISSION AND DISTRIBUTION 








Paper e Rubber e Varnished Cambric 





ALL SIZES AND TYPES UP TO 220,000 VOLTS 























GENERAL CABLE 
CORPORATIO 


AVENUE NE W YORK 3 i 
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Want Victory in 1933? 























Be an Actomist! 


What is an Actomist? 
One who ACTS-one who DOES SOMETHING 


The Actomist - looks - sees - acts 
- gets the business that is here to 


be had. 





The Optimist dines 
dreams, beautiful but not 
practical. 





The Pessimist one 


the great abyss— 
All darkness. 





Search out the Actomists who need Safety Switches, 
Sell them on the Colt-Noark Line, and win that 
“Victory” prize. 


COLT’S PATENT FIRE ARMS MANUFACTURING CO. 


PIONEERS OF PROTECTION SINCE 1836 


Electrical Division Hartford, Conn., U. S. A. 
BOSTON CHICAGO NEW YORK PHILADELPHIA 


Pacific Coast Representative 


H. B. SQUIRES COMPANY 
V-3-33 SAN FRANCISCO LOS ANGELES SEATTLE 














igure It Out Yourself. 





OW many calls do you 
make a day?—a week ?— 


or a month? 


On how many of these calls do 


you really try to get a tape order, 


and not wait for a customer to ask 


you to sell ‘em? 
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TAPE 


PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS. 





You don't need a slide rule to real- 
ize that here is a real opportunity 


to build sales—and it can be done. 


It's especially easy with Plymouth 
tapes. Your customers know that 
they meet the most rigid specifica- 
tions—that they give uniform satis- 


faction. 


Achieve “Victory in '33” with 
Plymouth. 


100% Wholesaler Protection 


PLYMOUTH RUBBER COMPANY, 


Manufacturers Since 1896 


CANTON, MASSACHUSETTS 























“Thar’s Gold “S=&. 
in them thar Lag-Plates” 


At last they have found such a tuse. 
BUSS SUPER-LAG renewable fuse—the fuse with 
the Lag-Plates which make the big difference. 


GET GOING BROTHER SALESMAN! 
Why not join the “gold rush” by “staking out a 


Yes, sir! Old Timer is right. There is gold in those 
lag-plates, for fuse users and for SALESMEN. 


For many long years thoughtful fuse users have 
been “prospecting around” for a fuse that would 
hold many of the temporary or harmless overloads 
that occur on all electrical circuits. They wanted 
a fuse that would blow safely on short circuits, 
promptly on dangerous overloads—but one that 
would not blow and throw the line out of service 
every time a harmless overload occurred. 


They were seeking the golden savings such a fuse 
would make by preventing costly and annoying 
service interruptions, by keeping machines running 
and men working and by saving the cost of fuses 
and the electrician’s time. 


THE 


“BUSS SUPER-LAG Fuses 


BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 
A Division of the McGraw Electric Company 


Fee A en 


are entered in_ the 


Note the “‘Lag-Plates.”’ 
They are what make 
the difference. 











It is the 


claim” on every fuse user on your list. Once fuse 
accounts see the profits they “pan out” of BUSS 
SUPER-LAG fuses your fuse business won’t “peter 
out” even when competitors offer lower prices. 

The story on the BUSS discount sheet will help 
you make the sale. Try it—it will mean extra “pay 
dirt” for you. 

If you find a “claim” that’s hard to work call on 
the BUSS representative in your territory. He will 


be glad to help you. 
FUSE 


& 





Victory Contest—you can win with them” 











